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Dyson Leaves 
Turner, Joins 
Plait Agency 


New York, July 29—Franklyn 
W. Dyson has left Turner & Dyson 
to become a partner with Ruther- 
ford Platt in Platt, Dyson & 
O’Donnell, formerly Platt, Zachary 
& Sutton. 

Mr. Dyson, a veteran agency 
man, brings with him three ac- 
counts: Mason, Au & Magenheimer 
Confectionery Mfg. Co., Previews 
Inc., a clearing house for real es- 
tate buyers and sellers, and Nev- 
ins Indian River Fruit Co. 

All three were formerly at Tur- 
ner & Dyson. Mr. Dyson previous- 
ly handled the Mason candy ac- 
count at J. M. Mathes Inc., Roy S. 
Durstine Inc. and Moore & Hamm. 

The Platt agency has been in a 
state of upheaval for the past few 

(Continued on Page 64) 


Hazel Bishop Passes 
Dividend; Spector 
Blames Spectaculars 


on National Broadcasting Co. color 
spectaculars “which did not pay 
off” was cited today by Raymond 
Spector as one of the reasons Ha- 


dend. 
Board chairman of the cosmetics 


“since we got off the spectaculars 
and back to bread-and-butter ad- 
vertising, sales have had a sub- 
stantial increase.” The company, 
he said, currently is operating on a 
profitable basis. 


He expects sales for the fiscal 
year ending Oct. 31 to be about 
$16,000,000, a 25% increase over 
the previous year, and he pre- 
dicted that the annual report 


(Continued on Page 64) 


Once an Outdoor ‘Hero,’ Free-Spending Rug 
Cleaner Now Quickens TV Vendors’ Pulses 


By L. 8S. Botts 

Cuicaco, July 28—For that 
happy troupe which is out clanging 
the cymbals for the tv medium, 
one of the pleasanter success items 
around here concerns what is ad- 
mittedly one of the dullest kinds 
of service anybody can promote— 
rug cleaning. 


® Subject of the tale is Magikist 
Rug Cleaners, a promotion-happy 
outfit on Chicago’s West Side 
whose position as an advertiser 
has this distinction: In a ten-year 


RKO Will Stick 
to Movie-Making, 
O'Neil Declares 


New York, July 28—General 
Teleradio will keep its new sub- 
sidiary, RKO Radio Pictures, in 
the movie production business, 
and intends to make money at it. 

This was made clear yesterday 
by Thomas F. O’Neil, General Tire 
& Rubber Co. v.p. who negotiated 
the $25,000,000 deal with Howard 
Hughes, the sole owner of RKO. 

Admitting that originally his 
interest had been piqued by the tv 
potentialities of RKO’s bulging 
film library, Mr. O’Neil said fur- 
ther investigation convinced him 
that the company can operate suc- 
cessfully as a theatrical motion 
picture distributor and producer. 


= He pointed out that RKO is the 
only major Hollywood movie stu- 
dio losing money, that the com- 
pany has excellent production and 
distribution facilities here and 
abroad, and that there is a short- 
age of product for movie exhib- 
itors. 

This means that the television 
considerations which prompted 
this purchase have been, for the 
time being at least, pushed into the 
background while RKO’s motion 

(Continued on Page 65) 


advertising career the company 
has been an example and a source 
of pride for the vendors of, first, 
outdoor, and then television. 

Not that Magikist is anywhere 
near the top as a local tv adver- 
tiser, in this city of rampant auto 
dealers and discounters—only re- 
cently did its total sales pass $500,- 
000 a year. Nor again does it use 
one of the high-volume Michigan 
Ave. agencies—D. A. (Doris) 
Greenwood, Cicero, handles the 
account. 

But with all these caveats Magi- 
kist is still quite an advertiser, and 
its statistics are interesting. 


® For within its limitations Magi- 
kist has devoted itself to adver- 
tising in a way that would enchant 
any agency hand. Ever since 1944 
its ad expenditures have repre- 
sented more than 20% of gross 
sales. 

In 1952 the share devoted to ad- 
vertising jumped to 30.5%, and 
then, under the influence of costly 
tv programming, it soared to 
36.5% for both 1953 and 1954. For 
the first half of this year the figure 
is down to 30% again, but ad vol- 
ume is at a record high. The drop 
in share of sales is a response to 
greatly increased sales volume. 

Sales volume, in fact, has been 
keeping right up with advertising 
/expenditures—and outstripping 
herve over the last few years. The 
picture since Magikist began sys- 
tematic advertising 12 years ago 
is this: 


Year Ad Budget Sales 
Gain 
1944-51 20% of 20% per 
Gross Year 
(Average) (Average) 
1952 30.5% 22% 
1953 36.5% 42% 
1954 36.5% 51% 
55 (first 
6 months) 30% 40% 


® All this has added up to an in- 
crease in annual business from 
$53,463 (1944) to $501,632 (1954) 
for the 25-year-old enterprise. And 
this year Bill Gage, its proprietor, 


New York, July 29—Advertising | © 


zel Bishop Inc. has failed to de- a 
clare its regular quarterly divi-|/ 


company and president of Ray- a 
mond Spector Co., its advertising | J 
agency, Mr. Spector told AA that|® 
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MULTI-COLORED GIANT—The Green 
Giant Co., LeSueur, Minn., will run 
b&w and color newspaper ads for 
the first time the week of Sept. 12 
when full-page insertions like this 
will appear in 50 daily newspapers 
throughout the U. S. Leo Burnett 
Co., Chicago, is the agency. (See 
story on Page 64.) 


In ‘54, 8 Canadian 
Agencies Billed 
Over $5,000,000 


Industry's Billings 
in ‘54 Are Treble the 
Figure of 8 Years Ago 


Ottawa, Onrt., July 28—Billings 
of 91 Canadian agencies have 
trebled in volume in the past eight 
years; eight of Canada’s 91 billed 
$5,000,000 or more apiece. 

These and other figures on ad- 
vertising were reported this week 
by the Dominion Bureau of Sta- 
tistics. 

The tabulation was the first by 
the bureau giving a national media 
breakdown in which television’s 
share was given separately from 
that of radio. It showed Canada’s 
infant tv industry in receipt of 
5%% of 1954’s total advertising 


(Continued on Page 61) 


Some Ups Are Uppier... 


B Here's Census Data 
B on‘ Advertising’— 
| Just 5 Years Later 


WASHINGTON July 28—The Cen- 
sus Bureau reported today that its 
records of the 1950 population cen- 
sus show that 115,020 individuals 
are engaged in “advertising.” 

For the 76,650 males in this clas- 
sification, the bureau said, median 
income was $3,874 and median age 
was 38.4 years. The 38,370 females 
in “advertising” had median 
incomes of $2,203 and median age 
of 30.4 years. 

Tables released by the bureau 
showed that 15,210 of the males 
were professional and _ technical 
workers and 21,060 were managers, 
officials and proprietors. The tables 
also showed that 4,440 of the fe- 
males were professional and tech- 
nical people and 3,660 were man- 
agers, officials or proprietors. Of 
38,370 females, 25,560 were classi- 
fied as clerical, only 7,440 males 
fied as clerical. Only 7,440 males 
were clerical. 


® The figures do not necessarily 
apply to the advertising agency 
business by itself, however, as the 
standard industrial classification 
system used for the population 
census treats as “advertising” 
three distinct types of operations: 
Advertising agencies, outdoor ad- 
vertising and special services such 
as direct mail advertising and the 
distribution of handbills and sam- 
ples. 

The bureau’s report shows that 
8,490 males in “advertising” had 
incomes in excess of $10,000. Only 
480 females were in this bracket. 

The report also showed 5,730 
males with incomes of $7,000 to 
$9,999; 3,690 with incomes of $6,- 
000 to $6,999; and 6,870 with in- 
comes of $5,000 to $5,599. Fewer 
than 2,500 of the females earned 
more than $5,000, and 7,410 were 
in the $2,000 to $2,499 bracket. 

(Continued on Page 4) 


Last Minute News Flashes 


Continental Illinois Bank Names Earle Ludgin 
Cuicaco, July 29—The Continental Illinois National Bank & Trust 


Co., sixth largest bank in the country, has named Earle Ludgin & Co. 


to handle its advertising, effective Monday (Aug. 1). The account 


formerly was handled by Roche, Williams & Cleary. 


NBC-TV Finds ‘Home’ Pulls Best (Except for ‘BH&G’) 


New York, July 29—The continuing battle of the media will be 
intensified Aug. 11, when NBC-TV releases results of a national study 
made by Psychological Corp. to find out where Mrs. America gets| 
most of her homemaking information. The network’s “Home” show | 
outscored all magazines, newspapers, radio and tv shows with the 
5,000 woman sample—except Better Homes & Gardens, which did 
slightly better than the NBC-TV telecast. 


American News Distributes Hearst Books Regionally 


NEw York, July 29—Through an agreement between American News 
Co. and Hearst Magazines’ International Circulation Distributors, ANC 
will distribute Good Housekeeping, Cosmopolitan, Harper’s Bazaar, 


Sports Afield, House Beautiful and 34 other Hearst-handled publica- 


tions in various regions of the U. S. 


Until the recent election of Henry 


Garfinkle as president, ANC handled magazines only on a national 


basis. 


(Continued on Page 64) 


(Additional News Flashes on Page 65) 


! Magazine Guarantees Are on Upgrade 
But Costs Push Rates Up Faster: MAB 


New York, July 28—Outdoor 
Life, a magazine which this week 
announced its “first rate hike in 
three years” cited recent increases 
in the costs of paper, printing, post- 
age and labor as causes of the in- 
crease. Until now, it explained to 
agencies and advertisers, it has ab- 
sorbed major hikes in costs. But 
recent boosts “make it necessary to 
raise our advertising rates.” 

In any case, Outdoor Life’s b&w 
page rate will advance from $2,800 
to $3,050 with the February, 1956, 
issue. The guarantee will remain at 
825,000. 

Better Homes & Gardens, which 
is increasing its b&w page rate 
from $12,800 to $14,150—a boost of 
about 10%, is revising its guaran- 
tee from 3,800,000 to 4,050,000—an 
advance of less than 7%. BH&G 
frankly declares that the rate rise 
not only reflects a circulation in- 
crease but “a share of current 
higher publishing costs.” 

The trend toward rate increases 
somewhat greater than justified by 
advances in guarantees has been 
running for a number of years now. 
Since the first of the year, these 
changes, among others, have been 
announced. 


® Next Jan. 16, Life will raise its 
guarantee from 5,400,000 to 5,600,- 
000. At the same time its b&w 
pages will cost $21,775 instead of 
$20,350. The circulation increase 
amounts to about 3.7%, while the 
rate raise measures out at about 
7%. 

Life noted that the rate advance, 
the first in nearly two years, “is 
slightly more than the proportion- 
ate increase in circulation.” 

When MacFadden Men’s Group 

(Continued on Page 61) 


Shoe Workers Union 
Volunteers $100,000 


for Ad Promotions 


PHILADELPHIA, July 29—A sur- 
prise contribution of $100,000 has 
been offered by the Boot and Shoe 
Workers Union, AFL, towards any 
organized fund operated and sup- 
ported by the shoe industry for a 
footwear consumer promotion pro- 
gram, aimed at increasing per 
capita consumption of shoes. 

The 60,000 member labor union, 
largest and oldest in the industry, 
has also agreed to give an addi- 
tional $100,000 yearly, no strings 
attached, if such an industry-spon- 
sored fund is established. 

The union president, John J. 
‘Mara, made the announcement in 
an interview which will appear in 
ithe Aug. 1 issue of Boot & Shoe 
Recorder. The plan has the ap- 
proval of the union’s general ex- 
ecutive board. 


s Mr. Mara told Recorder, “The 
shoe labor unions are deeply in- 
terested in the prosperity and 
growth of this vast industry from 
which an estimated 800,000 per- 
sons make their living. A more 
prosperous industry means more 
security and an expanded standard 
(Continued on Page 61) 
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Metropolitan Life, 


‘See It Now’ 


Win Saturday Review’ Top Awards 


New York, July 29—The Metro-. Metropolitan; Parke, Davis & Co.; 


politan Life Insurance Co. and Al- 
coa’s “See It Now” walked off with 
top honors in the third annual 
awards contest for “advertising in 
the public interest,” sponsored by 
The Saturday Review. It was the 
second winning year in succession 
for both. 

Metropolitan’s top ad, devoted to 
a warning about the importance of 
the early diagnosis of cancer, “isa 
worthy example of this great in- 
surance company’s notable public- 
health campaign,” the citation as- 
serted. 

Among the top five public in- 
terest advertising campaigns were 


| Weyerhaeuser Timber Co.; General 


Electric, and John Hancock Mutual 
Life. 

Leading the parade of top tele- 
vision programs were Edward R. 
Murrow’s “See It Now,” Walt Dis- 
ney’s “Disneyland,” the major net- 
works’ coverage of the Army-Mc- 
Carthy hearings, “Omnibus” (spon- 
‘sored by Aluminum Ltd. of Cana- 


da, Norcross, Scott Paper, and 


| Zenith) and the “George Gobel 
Show” (Pet Milk and Armour). 


In all, 24 corporations and indus- 


try associations won awards for 
distinguished advertising in the 
(Continued on Page 50) 


Cherubs and $250,000 Ad Campaign Are 


Tonics Designed to Cu 


Cuicaco, July 26—The jewelry 
industry, which feels it has not en- 
joyed its share of increased sales 
and profits over the last nine years, 
will spend about $250,000 on ad- 
vertising and promotion this year 
in an effort to cure its ills. 

The Jewelry Industry Council, 
National Jewelers Assn. (formerly 
the National Assn. of Credit Jewel- 
ers) and the American National 
Jewelers Assn. have hit upon “Op- 
eration Cherub” to make the public 
more jewelry conscious. The plans 
were made public today at the an- 
nual NJA convention here. 


® The campaign will be official- 
ly touched off in the Dec. 3 issue 
of The Saturday Evening Post. The 
council and the two retail jewelers 
associations will place a full-page 
ad in this issue, and, in addition, 
a special section of from 12 to 16 
pages will be paid for by manu- 
facturers and import companies 
in the jewelry field. 

A plan book will be sent to all 
retail jewelers. It will contain copy 
and layouts for local newspaper 
advertising, together with sug- 
gested copy for direct mail and 
radio. It also will offer sugges- 
tions for window and point of sale 
displays, together with ideas for 
special promotions with which a 
retailer may tie in his promo- 
tional efforts to the over-all cam- 


re Jewelry Industry 


paign. Display cards and stream- 
ers also will be furnished to re- 
tailers. 


® “During the Christmas season, 
American consumers will 
cherubs everywhere—in jewelers’ 
windows, in their newspaper ad- 
vertising copy and, in colorful 
molded-ceramic form, as_ store 
ornaments and as items for sale 
to jewelers’ customers as Christ- 
mas tree decorations and holiday 
ornaments,” according to Irving 
N. Chayken, board chairman of 
the Jewelry Industry Council, who 
also is president of Armstrong 
Jewelers, Hammond. 

“Cherubs are a natural as sym- 
bols for our Christmas promotion 
program,” Mr. Chayken told the 
convention. “For generations, they 
have signified joy and gladsome- 
ness. The ancients called them 
‘angels of light.’” 


@ The awakening in the jewelry 
field was apparent at the NJA 
convention. Many of the exhibitors 
in the 300 booths told AA that 
they had received many more or- 
‘ders than at the 1954 show, and 
some said they had done 50% 
more business than last year. 
William Wagner, executive sec- 
retary of the NJA, said attendance 


(Continued on Page 67) 


Kids Under 7 Got Bulk of Santa’s 
$920,000,000 Bagful, Toymakers Say 


New York, July 28—About 33,- 
000,000 families spent an average 
of $28 per family last year for 
sales 


Christmas toys; total U.S. 
were about $920,000,000. 


These are among the highlights 
of an exhaustive survey of con- 
conducted 
for the Toy Manufacturers of the 


sumer buying habits, 


U.S.A. 


The study*will be released next 


week in a 125-page report. 
Conducted by Opinion Research 
Corp. for the toymakers, the sur- 
vey is based on interviews in 1,866 
households. In these, 1,449 families 


expenditure of $34, closely fol- 
lowed by the 18-29 age bracket 
with a $32 expenditure. 

Three to four children benefited 
from the average family’s toy pur- 
chasing, with the largest family 
group—27 %—buying for two chil- 
dren. 

The $28 bought close to nine toys 
per family, of which nearly six 
were for members of the immedi- 


see | 


on display in Minneapolis, each 


BARROOM FACE—In a novel campaign for Paul Jones whisky currently 


poster features photograph of a 


bartender in the neighborhood of the poster location. The idea of 
using the neighborhood tie-up was suggested by the Minneapolis 
branch of General Outdoor Advertising Co. 


PiTtTssuRGH, July 27—Television 
and radio coverage of the 1956 
presidential conventions and elec- 
tion will be sponsored—in part— 
by Westinghouse Electric Corp. 


Rep. Radwan Hits 
Pay TV as Scheme 
for Profit Making 


WASHINGTON, July 27—Rep. Ed- 
mund P. Radwan (R., N.Y.) is the 
|latest member of Congress to take 
la stand on pay-tv. His statement, 
in the appendix of today’s “Con- 
gressional Record,” is headlined 
“Free Television or Scrambled 
Phony-vision.” 

He said it is hard to think of a 
single argument in favor of this 
scheme other than profit to the 
promoters. “They argue that we 
would get better programs,” he 
said. “But television is not suf- 
fering from lack of money today, 
not when million-dollar contracts 
are being signed by advertisers for 
a single program. 

“The trouble is lack of talent— 
authors, performers and so forth— 
—to meet the tremendous demand 
for novelty and variety in our tele- 
vision performances.” 


® Television is in its infancy, he 
said, “and already it has brought 
into the American home great box- 
office attractions including opera, 
ballet, concerts, the legitimate 
theater, omnibus shows, sports 
events, children’s and educational 
programs, current and patriotic 
events. All it needs is time to grow. 
Let us not be impatient.” 
“Permitting promoters to take 
as much as $8,000,000 for a single 
30-minute program will not im- 
prove the program. If television is 
suffering from an illness, then the 
cure the promoters offer is worse 
than the illness, except for them.” 


ate family. Managerial and profes- | 
sional people made the highest} 
average purchases, followed by | 
skilled workers. 

As might be expected, women 


Betty Furness Limbers Up as Westinghouse 
Signs with CBS for ‘56 Convention Coverage 


through the Columbia Broadcast- 
ing System at an estimated cost to 
Westinghouse of $5,000,000. 

And yes, Betty Furness will be 
there again, charmingly opening 
and shutting refrigerator doors. 

In addition, coverage will hit the 
high spots of the campaign from 
convention time until election day 
with a series of television and ra- 
dio debates between leaders of the 
major parties. 

Westinghouse took the lead in 
arranging to sponsor the political 
conventions, campaign and elec- 
tion in 1952—marking the first 
time these events had been spon- 
sored by any manufacturer. And it 
was the first time any considerable 
number of Americans were able to 
see the presidential conventions in 
session. 


s Westinghouse will promote the 
campaign, as it did in 1952, with 
heavy tie-in advertising for con- 
sumer products, including electric 
housewares, major appliances, ra- 
dio and television, and other home 
products, it was said. 

In 1952, both major party con- 
ventions originated from the same 
spot in Chicago—next year they 
will be 2,000 miles apart. 

The Democrats will open in the 
International Amphitheater in Chi- 
cago on Aug. 13. The Republicans 
will open in the Cow Palace in San 
Francisco Aug. 20. 

This will create more difficult 
technical problems. Time interval 
between the two may be only a day 
—maybe hours—and the two could 
overlap if an all-out battle devel- 
ops in the Democratic camp. 
= In 1952 there were only 17,600,- 
000 tv sets in the U. S. There will 
be over 40,000,000 sets by conven- 
tion time next year, Westinghouse 
says. 

The last convention set many tv 
records which will stand, it was 
said, including the longest, contin- 
uous network program—15 hours. 
Coverage of the 1952 conventions, 
expected to last a minimum of 40 
hours, actually ran 124 hours of air 
time. 

J. T. Van Volkenburg, president 
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ivy League Is 
Defoliating in 
N.Y. Ad Agencies 


NEw York, July 28—Along some 
of the reaches of Madison Ave., the 
biggest shock about the appoint- 
ment of a successor to Stanley 
Resor as president of J. Walter 
Thompson Co. was not that it 
turned out to be Norman H. 
Strouse, but that it developed Mr. 
Strouse “isn’t Ivy League.” 

Nor was the blow to the Cam- 
bridge-New Haven-Princeton axis 
assuaged by the fact that, at JWT, 
they named an Old Blue (Sam 
Meek) and a Harvard man (Hank 
Flower) to be vice-chairmen. 

Mr. Strouse, it seems, is not only 
non-Ivy. He is practically non- 
everything, including non-Inter- 
national Correspondence Schools. 
The only sheepskin Mr. Strouse 
holds is decorated with the words 
“Olympia High School.” This es- 
tablishment, in the capital of the 
state of Washington, is more than 
a few light years removed from the 
yard and the fence. 

Ivy idolaters may well take 
heed. Mr. Strouse is not a lone 
figure. 

When Ruthrauff & Ryan recently 
elected a new boss, the selection 
fell on Robert Watson, whose cre- 
dentials are Knox College and a 
year at Northwestern (at night). 
And nearly everybody knows that 
Ben Duffy (though a new honor- 
ary LLD.) is in about the same 
boat as Mr. Strouse. Mr. Duffy, 
while he made it to the top of the 
BBDO heap, never made it through 
Manhattan’s Regis High. 


= A quick survey of a few agen- 
cies around town tends to con- 
firm a growing suspicion that Ivy 
ain’t so important any more. 
How many would suspect, for in- 
stance, that of 27 top executives 
at one of New York’s oldest bigger 
(Continued on Page 6) 


‘N. Y. News’ Releases 
Large-Scale Study 
of New York Market 


New York, July 26—‘Profile of 
the millions,” a new study of the 
New York market and of readers 
of seven daily and six Sunday 
newspapers, has been released by 
the New York News. 

A total of 10,349 interviews were 
conducted in separate homes among 
persons 15 years of age and over— 
in ordinary households—in the 
Audit Bureau of Circulations’ 50- 
mile city and suburban zone by W. 
R. Simmons & Associates Re- 
search, sponsored exclusively by 
the News. As a guarantee of ob- 
jectivity, the counsel and guidance 
of the Advertising Research Foun- 
dation was sought and followed. 

The study contains 450 break- 


of CBS Television, and Arthur Hull | 


downs and refinements of reader 


Hayes, president of CBS Radio,|4md market characteristics. Each 
said preparation for next year’s|New York City newspaper audi- 
coverage has been under way since | €Mce 1s shown by family income, 
September, 1954, under supervision Car ownership, occupation, educa- 


bought 12,544 toys between 
Thanksgiving, 1954, and January, 
1955. 

While the average family spent 
around $28 for toys at Christmas, 
sales in the Northwest averaged 
$36 per family. They were as low 
as $22 in the Southwest. 

Of the toy-buying families, 44% 
spent between $5 and $25, and 24% 
spent from $5 to $15. Only 3% 
spent $100 or more. 


made two-thirds of all toy pur- 
chases, the study showed. The 
father of the household bought 
only 10%, but he was very im- 
portant in certain toy or price 
categories. 

About 6% of the purchases were 
made for children of friends, with 
that item rarely costing more than 
$3, and more generally between 
25¢ and $1. 


® Although they comprised only 
® Contrary to what some might 36% of the child population, kids 
suspect, expenditures in the over- | from two to six years of age re- 
60 group—grandparents, generally ceived one-half of the toys pur- 
speaking—were not too high. They | chased. They also constituted the 
spent an average of $13. The 30-44 | major dollar market, with half the 
age group led, with an average (Continued on Page 48) 


LUCKY LuLU—Margot Mallary (left), 
director of advertising, publicity 
and sales promotion, Cole of Cal- 
ifornia, receives a golden Lulu at 
the ninth annual awards luncheon 
of the Los Angeles Advertising 
Women. Jeanne Cagney, movie 
actress, presented the Lulu. Miss 
Mallary’s award was her 28th—an 
alltime record in the annual com- 
petition, 


of Sig Mickelson, CBS v.p. in 
charge of news and public affairs. 
Mr. Mickelson also directed the 
1952 airing. 

CBS will concentrate its com- 
plete news-gathering and news- 
analyzing staff on convention cov- 
erage, it was said. 

A nine-week series of debates on 
election issues between the con- 
vention and the elections will be a 
“get-out-the-vote” series. The pro- 
grams—both radio and television— 
are being directed for Westing- 


house by Ketchum, MacLeod & 
Grove here, it was understood. 
|Ketchum, MacLeod and McCann- 
|Erickson, New York, will share 


responsibility for commercials. 


| tional level, stock and bond owner- 
ship and numerous other qualita- 
‘tive yardsticks. Additional break- 
downs are available by brands in 
some cases, and by stores shopped 
‘in others. There are specific tables 
on cosmetics, liquor, groceries, 
women’s apparel, major appliances, 
travel, automotive, and others. 


® The study has been presented to 
4,000 advertisers and agency peo- 
|ple at simultaneous showings in 
New York, Chicago, Los Angeles, 
San Francisco, Detroit, Akron, 
Baltimore, Philadelphia, Boston, 
Syracuse, Rochester, Buffalo, St. 
Louis, Nashville, Pittsburgh and 
Washington, D.C. 
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Advertising Age, August 1, 1955 


‘Reader's Digest’ Denies Trend to 


Editorial Ads, but 


By Don Morris 


Cuicaco, July 26—The time- 
honored question of whether con- 
sumers read ads because they are 
forced to by compelling copy, need 
to in order to learn about products 
or just plain enjoy reading ads is, 
it appears, still in doubt. 

But exponents of the third point 
of view have been dealt a heavy 
blow by the advertising which has 


Survey of Chicago 
Population, Income 


Shows Big Increase 


Cuicaco, July 26—Rule of thumb 
calculations that U.S. population 
and income have been surging up- 
ward since the 1950 census get 
substantial support from a new in- 
terim population survey of this 
area by the Chicago Tribune. 

The ambitious poll, on which the 
Tribune spent 14 months and some 
$50,000, has produced 60 pages of 
detailed statistics and charts on a 
six-county area of metropolitan 
Chicago. Among the changes it has 
detected since the 1950 census are 
these: 


e Total population of metropolitan 
Chicago in 1956 is 6,184,765, com- 
pared with 5,502,373 in 1950—a 
12.4% gain. 


e Suburban population in the area 
has increased by 23.8% in the five- 
year period—to 2,221,650, or about 
37% of the total. 


e Median family income has 
grown from $4,063 in 1949 to $5,540 
in 1953—a 36.4% gain in a four- 
year span. 


e Number of households also has 
increased (8.5%), but so has the 
number of persons per household— 
by 4.3%. 


e Of the total households in the 
area, 48% are now owned by the 
occupants, compared with 41.8% 
in 1950. 


e Non-white (mainly Negro) pop- 
ulation in the area has increased 
by 52.9% in five years—from 551,- 
305 to 842,850. 

The survey, which is based on a 
sample of about 4,000 households, 
also includes detailed breakdowns 
on employment and _ household 
characteristics. Done in coopera- 
tion with W. Lloyd Warner, Uni- 
versity of Chicago sociologist, the 
study also collected a large amount 
of sociological data, which is now 
being tabulated and interpreted. 


® That part of the survey places a 
heavy emphasis on Chicagoans’ 
“mobility” tendencies—as meas- 
ured by occupational and social 
goals, social origins, buying and 
reading preferences and habits, 
product tastes, attitudes towards 
money, etc. 

According to Pierre Martineau, 
head of the Tribune’s research di- 
vision, the sociological report will 
be issued in sections over the next 
couple of years. It represents the 
first social study of an entire major 
metropolis ever attempted, he said. 

The population survey, priced 
at $1, is obtainable now from the 
paper’s research division. 


‘Circle’ In Dominion 

Family Circle, New York, will be 
sold through all stores of Domin- 
ion Stores Ltd., beginning in Jan- 
uary, 1956. The magazine expects 
a circulation of 150,000 through 
Dominion, which together with 
150,000 through 140 Safeway stores 
in western Canada, will give it 
“one of the top circulations” in 
that country. 


Likes ‘em Better 


appeared in Reader’s Digest since 
that publication became a medium 
last April. 

In the five ad-embellished is- 
sues of Reader’s Digest which have 
appeared thus far, a study by Ap- 
VERTISING AGE discloses, more than 
16% are approximations of the 
magazine’s editorial layout style. 

Though acknowledging the 
month-to-month increase in pages 
designated “Advertisement” from 
6% to 19%, Reader’s Digest told 
ADVERTISING AGE it “doesn’t feel 
there is any trend.” 


® The magazine retained Alfred 
Politz Research to make a study of 
advertising in its April, May and 
June issues; the Politz study broke 
the ads into illustrative, copy and 
ads combining the two, without 
(Continued on Page 59) 


Hannagan Estate 
Is $1,109,551; 19% 


Is Ann Sheridan’‘s 


NEw YorkK, July 27—Steve Han- 
nagan, fabulous public relations 
specialist, who died Feb. 5, 1953, in 
Nairobi, Kenya, of a heart attack, 
at the age of 53, left a gross estate 
of $1,109,551, according to an in- 
ventory filed in surrogate’s court 
here this week. 

Ann Sheridan, movie actress, is 
to receive $218,399, according to an 
estate tax appraisal made yester- 
day. The net estate of $768,098 is 
comprised of his public relations 
business, valued at $407,056; six 
insurance policies totaling $218,399, 
of which Miss Sheridan is bene- 
ficiary; notes for $40,000, of which 
Miss Sheridan was maker; a $40,- 
000 loan to Sherman Billingsley, 
operator of the Stork Club, which 
was paid in 1953; $500 worth of 
liquor, and $5,118 worth of per- 
sonal effects. 

According to the account made 
yesterday, Mr. Hannagan had ad- 
vanced the $40,000 as a loan to Miss 
Sheridan and taken her notes for 
two movie scripts. The note claims 
were settled by Miss Sheridan some 
time ago, it was said, for $15,000. 


= The remainder of the estate is 
left in trust for his brother, Frank 
C. Hannagan, of Grand Rapids, 
Mich., after providing an annuity 
of $1,500 for Elizabeth Nichols, the 
deceased’s sister-in-law. 

Steve Hannagan, onetime news- 
paper man, who always listed his 
occupation as “press agent,” gen- 
erally is credited with creating 
bathing beauty contests. He han- 
dled publicity for the Indianapolis 
Speedway, Miami Beach, Sun Val- 
ley and Coca-Cola. He handled 
public relations for some of the 
leading national advertisers in the 
country, as well as theatrical peo- 
ple, night clubs and former heavy- 
weight champion Gene Tunney. 


Wheaties Gets 
New Face, in4 
Delicious Colors 


MINNEAPOLIS, July 28—The 
Wheaties package has a new face. 

“The Face,” they call it, at Gen- 
eral Mills and at Knox Reeves Ad- 
vertising. 

The new package retains the 
orange background, the mega- 
phone-shaped name block and the 
“Breakfast of Champions” slogan. 
It’s “The Face” that makes the 
difference. 

For the first time, too, the con- 
sumer is offered a choice of pack- 
age colors. 

“Brother Face” comes in red, 
“Sister Face” in yellow. “Mother 
Face” is blue, and “Father Face” 
is brown. All smile perpetually. 

Although Knox Reeves does not 
expect each member of a Wheaties- 
eating family to have his own box 
of the cereal, the agency said ex- 
tensive research went into design 
of the new package. 


= “Fun and appeal to all ages— 
brother, sister, mother and father— 
became the objective in meeting 
what was found to be a public de- 
sire for pleasurable living,” said 
the agency. 

“The customer in the grocery 
store represents both sexes, young 
and old. The new package was de- 
signed to offer universal appeal.” 

Knox Reeves says the new pack- 
age is an eye stopper. 


“It will be a shock to tradition, 


| 


| 
| 
| 
| 


| 
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THROUGH HISTORY WITH WHEATIES—The top row of Wheaties boxes 
shows early steps in the development of the package design. Below 
are the four new models. 


but our studies reveal it is what) 
the consumer wants,” said the) 
agency. 

It also will be a handy gimmick 
for tv advertising. The Face can 
step right out of the package and 
chant something like: 

Well, all over the country in 
every direction, 

How ya, how ya doin’ is the 
question. 

And here’s what the hap, hap, 
happy people have to say, 
“We’re eatin’ our Wheaties and 
do, do doin’ okay, Okay.” 

“If every time the consumer sees 
your package, and that package 
pictures what he saw in the ad, 
you are multiplying your impact 
many times,” says Knox Reeves. 


The consumer can buy a car in|* 


any color he wants, the agency 
noted, so why not a box of break- 
fast food? 


® When Wheaties was first put 
on the market by Washburn Cros- 
by Co. in 1924, the package was 
gray and told its story simply with 
a picture of a bowlful of whole 
wheat flakes. 

Then came the introduction of 
the name band in 1930 and the 
“Breakfast of Champions” slogan 
in 1934. More visual display of 
athletic action became the feature 
of the next package in 1952. In 
1955 it’s The Face, in four delicious 
colors. 


George Miller Joins ‘Mart’ 


George Miller, publisher of Ra- 
dio Y Articulos Electricos and the 
other Canterbury Press export 
publications, has joined Caldwell- 
Clements, New York, as eastern 
sales manager of Mart. 


Congress plans probe of commu- 
nism among tv actors, writ- 
ers 


drives, each campaign starting in 
Life 
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Oregon Grocer, 
Enraged, Leads 


‘Koupon Krusade 


By Charles Downes 


New York, July 27—An Oregon 
supermarket operator, who claims 
he holds $25,000 to $30,000 worth 


of coupons which manufacturers 


have refused to redeem, blew into 


i'town this week with the avowed 


intention of “blowing his top” at 


'the annual stockholders meeting of 


General Foods Corp. As a GF 
stockholder, he wants to know why 
the company refuses to redeem the 
“several thousand dollars’ worth of 
GF coupons” which he holds. 

The day before the meeting an 


executive and an attorney from GF 


persuaded Earl L. Dickson not to 
disrupt the stockholders meeting 
and to talk the matter over calmly 
with company executives after the 
adjournment of the meeting. 

Mr. Dickson operates a dry gro- 
cery supermarket—“‘a block 
square”—at Albany, Ore., 75 miles 
south of Portland. He is “burned 
up” over the “misuse, abuse and 
skullduggery” that he says have 
grown up in couponing during the 
past few years. A grizzled man in 
his fifties, with an aggressive, em- 
phatic manner, he calls himself 
a “Koupon Krusader” in his ad- 
vertising. Most of this, he says, he 
is forced to do by means of radio, 
handbills and direct mail, because 
“none of the newspapers. will 
touch” his ads. 


™" Mr. Dickson goes on the radio 
15 minutes twice daily (8.30 a.m. 
and 4.30 p.m.) on Station KGAL, 
Albany, Ore., which covers a ra- 
dius of about 150 miles, to tell 
people about the value of coupons, 
which he accepts as cash for mer- 
chandise in his store. He accepts 
any coupon at its face value for 


(Continued on Page 48) 


GF’s ‘55 Ad Budget 
Hit $62,000,000 Again. 


Higher Earnings Seen 


New YorK, July 27—General 
Foods Corp.’s advertising budget 
in fiscal 1955 (ended March 31 
last) was $62,000,000, the same 
amount reported last year for fis- 
cal ’54. 

This was revealed here today, 
without further comment, by 
Charles G. Mortimer, GF presi- 
dent, at the company’s annual 
stockholders’ meeting. 

GF’s selling expense in fiscal ’55 
increased to $47,400,000 from the 
previous year’s figure of $37,500,- 
000, Mr. Mortimer said. 

Commenting on the company’s 
June quarter net earnings of $10,- 
260,431, down $732,204 from last 
year’s comparable quarter of $10,- 
992,635, Mr. Mortimer pointed out 


that this year’s results were 
achieved “in the face of several 
initial promotional expenditures 


entailed in launching new products 
which promise to contribute im- 
portantly to the company’s future 
profits.” 


® He cautioned also “against the 
natural temptation to anticipate 
the full year’s earnings by multi- 
plying the first quarter results by 
four.” 

On current operations, he said, 
“It seems likely that we shall con- 
tinue in the balance of the year to 


| sell a larger physical volume of our 


products than last year. Because of 
the reflection in the pricing of our 
products of drastic reductions in 
commodity prices, particularly 


green coffee, we may end up with 
(Continued on Page 20) 
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Crowell-Collier 


Revamps Board; 
Adds 3, Drops 11 


NEw YorK, July 26—Three new- 
comers have been elected to the 
new nine-man board of directors 
of the Crowell-Collier Publishing 
Co. 

They are Edward F. Elliott, of 
Elliott & Co., brokerage house; 
R. C. Chandler, v.p. of Union Bag & 
Paper, and Francis Baer, senior 
v.p. of Bankers Trust Co. 

Rounding out the board will be 
Carl O. Hoffman, a board member 
of the Chemical Corn Bxchange 
Bank, who was named recently; 
Peter J. Dennerlein, a v.p. of the 
publishing company; Mrs. Giles 
Whiting; Albert E. Winger, former 
C-C chairman and now a consult- 
ant; Clarence E. Stouch, chairman 
of C-C, and Paul C. Smith, presi- 


dent and chief executive officé) 


of the publishing company. 

Dropped as board members are 
William A. H. Birne, a v.p.; Sum- 
ner Blossom, editor of American; 
C. F. Norsworthy, president of P. F. 
Collier & Son, a subsidiary; Ed- 
ward (Spike) Seymour, v.p. and 
advertising director; Erwin (Shep) 
Spink, v.p. and advertising direc- 
tor of Collier’s; Denis O’Sullivan, 
secretary of C-C; David R. Cun- 
nison, circulation director; Ronald 
W. Yocum, an advertising sales- 
man; E. F. McCaffrey, C-C treas- 
urer; Gardner Hazen, retired busi- 
ness man, and Irving Miller, a 
lawyer. 


= The 25 or so new investors in 
Crowell-Collier (AA, July 18) in- 
clude Mr. Elliott, whose brokerage 
company has a two-year option to 
buy 200,000 of the 400,000 shares 
of C-C common stock now owned 
by Publication Corp., a printing 
company headed by Mr. Stouch, 
Sam Goldwyn, and three Chicago- 
ans. They are J. Patrick Lannan, 
a partner in Kneeland & Co., an in- 


vestment house; S. James Crowley, 
head of S. J. Crowley, manufac- 
turers’ broker, and Joseph E. 
Dempsey, head of Dempsey & Co., 
investment house. : 

The Chicagoans were said to 
have about one-fourth of the in- 
vestment of some $3,000,000 in 
Crowell-Collier. 


New Haven Clock Returns 
to Consumer Production 

New Haven Clock & Watch Co., 
New Haven, Conn., is returning to 
the production of consumer goods 
after being out of the field for al- 
most 15 years, Seymour Ziff, presi- 
dent, has announced. The first new 
line of consumer clocks will be 
available this fall. 

The company, founded in 1817, 
has not manufactured for the con- 
sumer market since the start of 
World War II, when it turned all 
its production to defense work. 
Harold Grey, formerly president of 
Gothic Jarproof Watch Co., heads 
the consumer division of New 
Haven. 
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| There’re oceans of Lotions... in lowa! 


THE DES MOINES 
| REGISTER ann [RIBUNE 


An “‘A”’ schedule newspaper in an ‘‘A-1’’ market! 
Gardner Cowles, President 


— — == “wae se wa FF 


REPRESENTED BY 


Scolaro, Meeker & Scott—New York, Chicago, Detroit, Philadelphia 
Doyle & Hawley—Los Angeles and San Francisco 


Take men for instance . . . 73.1%* of all men 
readers of The Des Moines Sunday Register use 
well-known brands of after-shave lotions. And 
that goes for men on the farm, too. Or women (if 
you'd rather hear about them)... 90.3%* city and 
90.4%* farm women readers regularly use 
lotions on their pretty little hands. 


Tip for cosmetics people . . . you give wonderful 
support to your drug jobbers and all their lowa 
dealers by telling your product story to 1,310,000 
readers through The Des Moines Sunday 
Register. With one medium you can cover an im- 


portant sales territory made up of the entire state of 


Iowa. A marketthat outspends big-spending cities 
like Philadelphia, Boston and San Francisco! 


*Fact... from the latest “Brand Inventory in the 


homes of Iowa Subscribers” to The Des Moines 


, 


Sunday Register in all counties. Want to know 
how you stand? Write on your company letterhead, 


Here’s Census Data 
on Advertising— 


Just 5 Years Later 
(Continued from Page 1) 


Compared with the 38.4 year| > 


group, the bureau said median age | 
for other industries ranged from | 
about 32 years in the air transpor- | 
tation industry to about 51 years 
in real estate. The median for the 
40,510,176 men covered by the cen- 
sus was 39.3 years. 

Among women the median, 
which was 30.4 in “advertising,” 
ranged from about 25 in “5 and 10” 
stores to over 53 in dressmaking 
shops, with an over-all of 36.4 for 
the 15,715,164 reported employed. 


Gratf Moves; Gets Ransa 

Harry W. Graff, which has 
moved to new quarters at 730 
Fifth Ave., New York, has been 
appointed to handle advertising, 
sales promotion and public rela- 
tions for Ransa Airlines, Caracas, 
Venezuela. Ransa is an all-cargo 
carrier operating between the U.S., 
the West Indies and Venezuela. 
The company had no previous 
agency. 


Campbell-Ewald Names Two 
Campbell-Ewald Co., Detroit, 
has appointed Donald L. Miller & 
Robert S. McTyre to its radio-tv 
department. Mr. Miller, formerly 
with Grant Advertising, has been 
named assistant supervisor of pro- 
duction, and Mr. McTyre, pre- 
viously with J. Walter Thompson 


median for men in the advertising | 


RICHARD D. CRISP, who resigned last 
month (AA, June 6) as director of 
marketing research of Tatham- 
Laird, Chicago, after eight years 
with the agency, will open an ad- 
vertising and marketing manage- 


ment consulting service at 18 
Yorkshire Woods, Elmhurst, Ill. 


Co., is a creative copywriter. 


‘This Week’ Boosts Two 

Thomas Bohan, formerly Chi- 
cago manager of This Week Mag- 
azine, has been promoted to the 
new post of manager of marketing, 
with headquarters in New York. 
William Steffey, with the supple- 
ment’s Chicago sales staff since 
1949, has been named manager 
of the Chicago office. 


Star Brush Co. Names Dowd 

Star Brush Mfg. Co. and its af- 
filiate, Whiting-Adams Brush Co., 
Boston, has appointed John C. 
Dowd Inc., Boston, and Dowd, 
Redfield & Johnstone, New York, 
to handle its advertising. Shattuck, 
Clifford & McMillan formerly han- 
dled the account. 


“This is the size we sell in the 
Growing Greensboro Market!” 


© 


ficatidnes 


nge market like this—just call 


Market and with selling influence 
Sales Management Figures 


Greensboro 


News and Record 


GREENSBORO, NORTH CAROLINA 
Represented Nationally by Jann & Kelley, Inc. 


THERE ARE MORE RECORDS TO CHANGE in the Growing 
Greensboro Market because new records are made and broken 
every day! ... In apparel, food, furniture, gasoline, automo- 
tive, drug, general merchandise—in all the retail sales classi- 
including total retail, 
Market has been breaking sales records year after year in 
the South’s most populous state. Over 1/6 of North Carolina’s 
4-million people rang up $600-million in retail sales last 

ear! ... If you want to break sales records in a fast-march- 


the Growing Greensboro 


on the 100,000 daily salesmen 


of the GREENSBORO NEWS and RECORD.... 


Only medium with dominant coverage in the Growing Greensboro 


in over half of North Carolina! 
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“THE PRESENT , 


iS A MIGHTY 


— J. W. GOETHE 
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| MAGAZINE. 
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AMERICA’S LARGEST FAMILY MAGAZINE 
Reap By 11,000,000 Famities Every SunpDay 


Historians may one day exclaim, “Land sakes alive—look 
at 1955!” Because this year’s retail sales of goods and 
services promises to smash every record in the book. By 
the end of this year we will have produced and marketed 
7,800,000 automobiles, 1,300,000 new homes, over $7,000,- 
000,000 in electrical appliances, over $10,000,000,000 in 
apparel. Our food and drug bill alone should total a 
staggering $49,000,000,000! 


Yet, in the midst of history’s mightiest boom, competition 
for the consumer’s dollar is greater than ever. Distribu- 
tion costs have been hammered down all along the line. 
Merchants are shaving profit margins close to the break- 
even point by adopting the economies of open rack dis- 
play, self-service, robot-selling, and by pushing products 
“pre-sold” by intensive national advertising. 


Under today’s competitive economy, there are two 
“musts” for Advertising. It must reach deeply into and 
really sell the tremendous new markets that are contin- 
uously opening up. It must accomplish this at low-cost. 


On both counts, THIS WEEK Magazine stands alone. It 
not only has the largest single unit of circulation in 
America—it also has the lowest rate of any general mag- 
azine. While magazines half its size use editorial acro- 
batics and circulation stimulants to maintain their lesser 
position at higher rates, THIS WEEK’s economical Sun- 
day newspaper distribution enables it to offer advertisers 
more than 11,000,000 copies-per-issue at a startling 
three-for-a-penny color page rate! 


And THIS WEEK has developed a powerful influence to 
match its size. First, with its editorial vitality. Second, 
with its day of issue—for Sunday, in the home, is The time 
and The place to win buying decisions. That influence, plus 
its broad and deep penetration of important markets, 


combine to produce an advertising medium of matchless 
effectiveness. 


SHARES THE POWER AND PRESTIGE OF 
THESE 36 GREAT NEWSPAPERS WHICH DISTRIBUTE IT 


The Baltimore Sunday Sun New Orleans Times-Picayune-States 
The Birmingham News New York Herald Tribune 

Boston Sunday Herald Norfolk Virginian-Pilot 

The Charlotte Observer and Portsmouth Star 

Chicago Daily News The Philadelphia Sunday Bulletin 
The Cincinnati Enquirer The Phoenix Arizona Republic 
Cleveland Plain Dealer The Pittsburgh Press 

The Dallas Morning News Portland Oregon Sunday Journal 
Des Moines Sunday Register Providence Sunday Journal 

The Detroit News Richmond Times-Dispatch 

The Houston Post Rochester Democrat and Chronicle 
The Indianapolis Star St. Louis Globe-Democrat 

The Jacksonville Florida Times-Union The Salt Lake Tribune 

Los Angeles Times San Antonio Express and Sunday News 
The Memphis Commercial Appeal San Francisco Chronicle 

Miami Daily News The Spokane Spokesman-Review 


The Milwaukee Journal The Washington Sunday Star 
Minneapolis Sunday Tribune The Wichita Sunday Eagle 
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Ivy League Is 
Defoliating in 
N.Y. Ad Agencies 


(Continued from Page 2) 


agencies, only three are Ivy 

| (Princeton, Cornell, Brown). Four 

mm never got to college at all. The re- 

! s? ji me | the likes of sturdy but hardly “so- 

| Pace, Northwestern, Bucknell, 

‘Haverford, Fordham and George 
Washington. 


Another, smaller, newer agency 


Products ¥ 


First Issue * September 
Write for Semple Issve and Rote Cord 
HUDSON PUBLISHING CO. * HUDSON, O 

Jomes W. Zuber, Publisher 


What NEW kind of 
publication will give 
you advertising results 


went to Yale (one not graduating), 
it is true. But the third never got 
to go to college. And of 12 other 
top people it employs, only two 
are Ivy-ites. The others went to 


is headed by three partners. Two) 


Boston U, Alabama, Union, Seton 
Hall and NYU. 

One of the country’s biggest 
agencies reports 24 of its top 90-| 
odd executives are non-collegians. 
Here’s the Ivy League Score: Sev- 
en went to Harvard, nine to Dart- 
mouth, two to Cornell, one each to| 
Williams and Yale, three to Am-| 
herst and three to Princeton. 

Non-silver spooners went to| 
Ohio State, Adelphi, South Dakota, | 
Denver, Catholic U., Wabash, U. of | 
Iowa, Franklin & Marshall, Elon | 
College and the Universities of 
Missouri, Texas, Maine, Nebraska 
and California. 


= Another agency, neither big nor 
small, reports that 36 executives 
break down like this: 27 are col- 
lege graduates (only seven are Ivy 
—two Harvards and five Colum- 
bias). Seven attended college for 
one to three years, and two got 
high school diplomas and that’s all. 

This agency’s college men went 


100 YEARS 
... from hand operation to 
up-to-the-minute equipment 


. 
print 
5 
fad 

ernst 0 


A FINER QUALITY OF COLOR LITHOGRAPHY 
PLUS GREATER ECONOMY AND BETTER DELIVERY. 


The Hi-Speed Simultaneous 5 Color Lithographic Press, 
one of the largest in operation, is a perfect teammate 
for Strobridge’s one, two, and four color presses. A part 
of the Strobridge long range expansion program. 


A skilled organization in a completely modern and air 
conditioned plant insures the finest lithographic production. 


... Call on Strobridge e for ideas e for job capacity e for 
quality and delivery 


NEW YORK + CLEVELAND + INDIANAPOLIS + BALTIMORE 
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ERNIE PYLE AWARD—“Outstanding 
contribution towards national secu- 
rity in news reporting” wins the 
Ernie Pyle award for the Star, An- 
niston, Ala. Receiving the award 
is Col. Harry M. Ayers (left), pub- 
lisher. Making the presentation is 
Terry Sanford, president of the 
Airborne Assn. 


to NYU (10), CCNY (4), Pratt (3), 
Syracuse (2) and one each to Man- 
hattan, Fordham, Hofstra, Hunter, 
Missouri, Wisconsin, Vermont, Ro- 
chester and Michigan State Nor- 
mal, among others. 

Still another agency reported on 
“only those making over $5,000 per 
year, plus a few college trained 
'people at lower rates who seem 
to possess either creative or execu- 
tive potential.” Sixty colleges are 
listed. 

Princeton is mentioned five 
times, Harvard twice, Dartmouth 
thrice, Cornell twice and Columbia 
nine times. Just about one-third of 
this agency’s top people are Ivy. 

The remaining two-thirds went 


The PLANT with the CAPACITY — 


everywhere—from the Sorbonne, 
through Cooper Union to the Com- 
mercial College for Women. Four 
attended NYU; one went to Brook- 
lyn College. Another went to Pace, 
and still another to Pratt Institute. 


® Of 47 executives of another, big- 
billing agency, only 16 could be 
tabbed as Ivy offspring. Two went 
‘to Harvard, three to Princeton, 
five to Yale, two to Pennsylvania 
and one each to Brown, Columbia, 
Dartmouth and Cornell. The other 
31, members of the proletariat, 
went to school at colleges ranging 
from Albright to Wilkes College. 
For instance, three each graduated 
from Manhattan, Seton Hall, the 
College of New Rochelle and NYU. 
Two each were enrolled at Queens 
College, the Universities of Michi- 
gan and Missouri and at Boston, 
Fordham and Georgetown Univer- 
sities. Others went to Colorado, 
Notre Dame, Ohio Northern, Ran- 
dolph-Macon, Kansas, Miami, Vil- 
lanova and Wesleyan, not to omit 
the Pennsylvania Museum School 
of Industrial Art. 

The final agency—billing over 
$5,000,000—reported four of 13 top 
execs to be Ivy—Cornell, Harvard, 
Pennsylvania, and Princeton. The 
other nine went to Hunter, Mis- 
souri, Pace, Purdue, Rutgers, Tu- 
lane, Union Wesleyan and West 
Point. 


® As one surprised agency v.p. 
summed it up when he’d compiled 
his list, “From the looks of things, 
it takes all kinds to make an 
agency.” 

Or, Ivy’s nice, but you don’t 
hardly get it no more. Not that 
there’s any overwhelming demand 
for the stuff. 

Editor’s note: The AA staffer 
who compiled this report should, 
in fairness, be identified as so non- 
Ivy as to be probably poison ivy. 


Dow Buys Football Telecast 


Dow Chemical Co., Midland, 
Mich., will sponsor the “Football 
Scoreboard” following NBC-TV’s 
“Game of the Week” starting Sept. 
17. The show will feature sports- 
casters Russ Hodges and Bob 
Cooke. Time for the anti-freeze di- 
vision of Dow was bought through 
MacManus, John & Adams. 
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From coast to coast, t!ie Post outsells every other 
general weekly magazine on the newsstands 


There are dozens of ways to 
boost a magazine’s subscription 
sales. But there’s only one way 
to get and hold newsstand sales: 
edit a magazine that readers will 
step up and pay full price for. 

That’s why single-copy sales 
figures are of special interest to 
advertising men. They show 
what people read. Here are the 
latest from the ABC. 


FR 1,547,405 
Life...........1,043,982 
A er 1,001,086 
Collier’s........ 826,364 


The Post is half a million copies 
ahead of the field! It gets to the 
heart of America. 


“Here’s the ruggedest vacation 


trip I ever heard of !” 
says BILL FITZSIMMONS Acc!. Exec., Benton & Bowles, N.Y. 


“They fly you deep into Idaho’s wil- cently 140 dudes have made the trip, 
derness. They seat you in a surplus and they haven't lost one yet!” 
Navy rubber assault boat. Then it’s For the eyewitness story—with full- 
five days down a roaring chute of color photos—read “He Tamed Our 
white water—the Middle Fork of the Wildest Rapids” by Andrew Hamilton. 
Salmon River. Sounds suicidal? It rn as 

used to be. Even the Indians called it 
‘The River of No Return.’ Yet re- 


In all 8 articles, 4 short stories, 2 serials 
and many special features in the July 
30 issue of The Saturday Evening Post. 
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Schenley Tells Congress Seagram, Walker 
Block Liquor Tax Relief for Own Interests 


WasuHINGTON, July 27—The la- 
test effort to put through legis- 
lation which would make it easier 
to keep surplus liquor off the 
consumer market resulted in a 
new intra-industry flare-up to- 
day which left members of the 
House ways and means comnut- 
tee in a state of confusion. 

With liquor sales off from 1954 
and large stocks in bond, the in- 
dustry has been pressing Congress 
for legislation which would get 
around the long-standing law spec- 
ifying that a tax of $10.50 per 
gallon must be paid as soon as 
the liquor has been in bond eight 
years. 

Industry spokesmen agree that 
the existing bonding law is forc- 
ing additional liquor on a market 
which is presently overstocked. 
However, heads of the big distill- 
ing companies cannot agree on the 
kind of an exemption Congress 
should allow. 


® At today’s hearing Richard V. 
Gilbert, v.p. of Schenley, advo- 
cated a bill already introduced 
by Rep. Herman P. Eberharter 
(D., Pa.), which provides that 
liquor can remain in bond tax-free 
until the distiller is ready to with- 
draw it. 

He was opposed by the Dis- 
tilled Spirits Institute, spokes- 
men for 70% of the industry, 
which contended that the Eber- 
harter bill goes too far because it 
applies not only to present stocks 
of whisky, but also to all future 
production. 

Mr. Gilbert termed the existing 
system “vicious.” He charged that 
Seagram and Hiram Walker, 
which are leaders in the Dis- 
stilled Spirits Institute, are “spear- 
heading a drive to prevent the 
American distilling industry from 
getting necessary relief.” 

“These two Canadian compa- 
nies,” he said, “are reaping a lush 


windfall, buying millions of gal- 
lons of U.S. whisky at bankrupt- 
cy prices and selling it under Ca- 
nadian labels at fancy prices.” 

Frank E. Schwengel, president 
of Joseph E. Seagram & Sons, 
U.S. subsidiary of Seagram, took 
the stand and branded Gilbert’s 
statements “deliberate falsehoods,” 
“irresponsible” and “obviously a 
diversionary appeal.” 

The burden of the DSI position, 
outlined by Howard T. Jones, DSI 
president, is that the Eberharter 
bill would have the effect of cre- 
ating competitive advantages for 
distillers who now own large 
stocks of aged whisky, and would 
discriminate against companies 
which have “prudently” kept their 
stocks in line with their sales 
prospects. 


® He contended that the tax mor- 
atorium should apply only to li- 
quor now in bond, and that the tax 
payment should eventually be 
based on the amount in bond at 
the end of the eighth year, with- 
out allowing for seepage that may 
occur after the eighth year. 

Two years ago the House 

passed similar legislation spon- 
sored by Rep. Eberharter, but the 
bill died in the Senate in a fight 
over labeling provisions. Several 
industry members contended it 
should be illegal to label any li- 
quor as more than eight years 
old. Schenley heatedly countered 
in newspaper ads that it should 
not be unlawful to truthfully re- 
port the age of the liquor. 
Mr. Gilbert said today the ex- 
isting law, requiring payment of 
the $10.50 a gallon tax as soon as 
the liquor has been in bond eight 
years, is bringing the U.S. indus- 
try to its knees. “No industry can 
pay such taxes on goods for 
which there is no market. As a 
result the U.S. distilling indus- 
try is in chaos,” he declared. 


WALLACE FORESTER KIRK 


PALo ALTO, CAL., July 29—Wal- 
lace Forester Kirk, 71, a former 
v.p. of the Murine Co., and Chi- 
cago advertising executive, died 
here yesterday in the home of his 
sister, Mrs. Paul Clagstone. He 
had made his home here for the 
last two years. Mr. Kirk was a 
grandson of James S. Kirk, founder 
of a soap company bearing Asis 
name. 

During World War I, Mr. Kirk 
served in the field artillery as a 
captain. He was a v.p. of the Col- 
lins-Kirk Advertising agency from 
1919 to 1934, and v.p. of the Mu- 
rine Co. from 1922 to 1936. Mr. 
Kirk also was executive officer of 
the Illinois Commerce Commission 
in 1942 and 1943, and served as 
executive secretary of the Illinois 
state housing board from 1944 to 
1947. 


ROBERT A. McROBERTS 


New York, July 28—Robert A. 
McRoberts, 52, educational and 
sales promotion director of the 
Singer Sewing Machine Co. in the 
U. S. and Canada, died July 26 
in Overlook Hospital, Summit, 
N. J. Born in Newark, he joined 
Singer in 1933 as a salesman and 
became a district manager two 
years later. He was named a dis- 
trict manager in 1942 and became 
sales promotion director in 1954. 


MacALAN GARDNER 


San Francisco, July 26—Mac- 
Alan Gardner, 44, partner in Chase, 
Ward & Gardner, management con- 
sultant, died last Saturday after a 
brief illness. 

A well-known Bay Area ad ex- 
ecutive, Mr. Gardner held several 
advertising positions at various 
times. He had been marketing di- 
rector of Ruthrauff & Ryan; v.p. 
of Lockwood, Shackleford; account 


exec. of Buchanan & Co., and v.p. 
of Foote, Cone & Belding. 


Pfanstieh] Leaves WTOP 
to Join Community Chest 

Cody Pfanstiehl has resigned as 
director of public relations for 
WTOP Inc., Washington, to become 
public relations director of the 
Community Chest Federation, 
Washington. For eight years he 
was in charge of publicity for 
WTOP and WTOP-TV before be- 
coming director of public relations 
for the stations, which are owned 
by the Washington Post & Times 
Herald. 

The community federation con- 
trols six community chests with 
110 member agencies in the na- 
tional capitol area. 


W. Robert Mitchell Adds One 


In reporting the appointment of 
Harold M. Mitchell to handle ad- 
vertising for Dennisons of Glens 
Falls in its July 25 issue, AA in- 
correctly reported that Midcentury 
Instrumatic Corp. also appointed 
Harold Mitchell. Actually, Mid- 
century Instrumatic Corp., New 
ers and computing equipment, and 
its subsidiary, Dian Laboratories, 
York maker of electronic comput- 
appointed W. Robert Mitchell Inc., 
New York, to handle all advertis- 
ing and publicity. 


Shappe, Wilkes Had Kling 


Jack Gilbert Associates, a new 
New York agency (AA, July 25), 
starts with Nikon Inc. and Kling 
Photo Corp. (formerly with 
Shappe, Wilkes, Gilbert & Groden) 
and Pilot Radio Corp. (formerly 
with Posner-Zabin Advertising). 
The AA item last week had Kling 
formerly with Posner, the result 


of the typographical omission of 
the phrase, “Pilot Radio Corp.” 
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FACE FINDERS—L. B. O’Loughlin (left), spark plug sales manager, and 

D. B. Seem, v.p. and director of advertising, flip through entries 

in Electric Auto-Lite Co.’s “Find the Face” contest to find the spark 

plug dealer who most closely resembles the poster portrait used in 

the company’s new outdoor campaign. Auto-Lite last week named 

Grant Advertising, Chicago, to handle its foreign and domestic ad- 
vertising (AA, July 25). 


Lawn Gets Billing 
with Mower in New 
Jacobsen Campaign 


RAcINE, July 28—The lawn will 
get about equal billing with the 
lawn mower in a new ad campaign 
starting this fall for Jacobsen Mfg. 
Co.’s power lawn mowers. 

Instead of following what it 
terms the “classic pattern” of 
mower advertising—a large illus- 
tration of the product, with a 


smiling user guiding it easily across 
the lawn—Jacobsen plans to co- 
feature the lawn itself. 

In addition to showing a well- 
groomed lawn graced by a Jacob- 


‘CLASS’ APPEAL—This full-color ad in 

the Sept. 10 Saturday Evening 

Post will kick off Jacobsen’s 
power mower campaign. 


sen mower, initial ads will also 
have people in them—but they 
won’t be pushing the power mower. 
Instead, they will be admiring 
their lawn—and, presumably, their 
Jacobsen mower—from the coolness 
of a patio. And in the picture with 
them will be an elegant silver cof- 
fee service, just to add a little more 
“class” appeal. 


® The campaign will break with 
a “junior” full-color page in the 
Sept. 10 Saturday Evening Post. 
Page ads also are scheduled in the 
September issues of House Beauti- 


ful and House & Garden and the 


Oct. 3 issue of Sports Illustrated. 

In the spring of ’56 Jacobsen ads 
will run in Farm Journal, Farm 
Quarterly, Parade, Sunset, This 
Week Magazine and Town Journal. 

Wesley Aves & Associates, Grand 
Rapids and Chicago, is the agency. 

Dealer tie-in material for the 
drive will include store banners, 
ad reprints, point of sale displays, 
newspaper mats and radio and tv 
spot material. 


‘Confidential’ Sues 
"World Telegram’ for 
$9,000,000 ‘Libel’ 


New York, July 29—Confiden- 
tial has filed a $9,000,000 damage 
suit against the World-Telegram & 
Sun and United Features Syndi- 
cate based on a column by Inez 
Robb. In it she expressed the hope 
that Doris Duke would win her 
$3,000,000 libel suit against the 
magazine. 

The column did not mention the 
magazine Confidential specifically, 
except to say, “The ringleader of 
the group is now boasting that its 
current circulation is 4,000,000.” 
Expose magazines are referred to 
as “the end product of ‘gents’ room 
journalism,” which write and pub- 
lish “bouquets of decaying gar- 
bage.” 

The suit, filed in state supreme 
court, charges that Confidential 
has been “injured in the manage- 
ment of its business, its integrity, 
credit and reputation.” The mag- 
azine’s executives have been in- 
jured in their “good name, fame, 
credit and reputation,” the com- 
plaint adds. 

Besides Doris Duke, several oth- 
er personalities who have been the 
subject of Confidential pieces have 
filed suits totaling several millions 
of dollars. Among the most recent- 
ly reported is actress Lizbeth Scott, 
who is suing over an article in the 
current issue of the magazine 
titled, “Why Was Lizbeth Scott’s 
Name in the Call Girl’s Call 
Book?” 


Stevenson Joins B&B as V. P. 
Ward S. Stevenson, director of 
public relations of Pillsbury Mills, 
has resigned to become a v.p. of 
Benton & Bowles, New York. Sue- 
ceeding Mr. Stevenson at Pillsbury 
is A. L. (Bill) Powell, formerly as- 
sistant public relations director. 


Advertising Age, August 1, 1955 


TV Entertains but 


Newspapers Sell, 
Rep's Study Finds 


NEw York, July 28—Moloney, 
Regan & Schmitt, one of the coun- 
try’s largest newspaper representa- 
tive organizations, has produced a 
hot anti-tv booklet called “News- 
paper Advertising Is Better Adver- 
tising.” 

The newspaper representative 
mocks at “astronomical tv audi- 
ences” that are “projected from 
unbelievably small samples,” and 
also at “outrageously high” televi- 
sion costs. 

The statement continues: 

“The entertainment business is 
a great business, but it is not, and 
never will be, as sound an adver- 
tising medium as newspapers. The 
reason is so clear that only those 
who don’t want to understand can 
possibly not see why this is so. 

“Show business is entertaining. 
Advertising is selling. The two 
don’t—and won’t—mix, because 
people do not want to have their 
entertainment stopped to have a 
sales pitch made, 

“If a corporation wants to un- 
derwrite a show, there is certainly 
nothing wrong with doing so. But 
it ought to charge the expenditure 
to public relations and good will— 
not to advertising and sales.” 


s To support its argument that en- 
tertainment and selling don’t mix, 
Moloney, Regan offers a couple of 
figures from a Northwestern Uni- 
versity survey made three years 
ago. 

One finding taken from the sur- 
vey is that “61% of housewives 
interviewed said they would prefer 
tv without advertising.” 

Another discloses that “92.4% 
of housewives interviewed said 
they want their newspapers with 
advertising.” 

Moloney, Regan also cites O. 
Parker McComas, president of 
Philip Morris & Co., on his belief 
that “more persons read newspa- 
pers than listen to radio, or watch 
tv.” It notes that a recent Philip 
Morris page in the Chicago Daily 
News cost the advertiser only %¢ 
per family reached. 


® Then Moloney, Regan & Schmitt 
offers advertisers this advice: 

“When you spend your advertis- 
ing budget, star your product, not 
a theatrical personality. Buy media 
that can, and do, deeply penetrate 
markets. Buy media where costs 
are sound, in the first place, and 
controllable by you. Remember, 
the written word is the one that 
lives.” 

The clincher, from MR&S’ point 
of view, is that newspaper adver- 
tising is best for sales because, 
“The primary role of newspapers is 
to inform.” (The role of tv is to 
entertain.) 

Also, the 47,600,000 families of 
America buy 55,000,000 newspa- 
pers every day, while tv reaches 
only a fraction of the market, since 
“only 33,000,000 of the 47,600,000 
U .S. homes have television.” 

The MR&S booklet, “published 
in the interest of newspapers and 
advertisers,” has a cover that says, 
“This booklet contains factual in- 
formation proving that “newspap- 
er advertising is better advertising. 
and “much less expensive than tv 
advertising.” A note at the bottom 
of the cover says, “We do not say 
or claim that tv is not a good ad- 
vertising medium.” 


Edelman Gets Sealy PR 

Daniel J. Edelman & Assuciates, 
Chicago, has been named to han- 
dle public relations for Sealy Inc., 
Chicago mattress maker. Special 
attention will be paid to the $400,- 


000 Sealy mattress contest. 
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to remember when you 


‘buy fluorescent color 


You can’t get a quality job with cut-rate materials. 


You'll get fair pricing of highest quality materials with the assurance 
of dependable service when you specify the daylight fluorescent 
products of the impressive group of manufacturers listed below. 


Only when they are manufactured by Switzer Brothers or their 
licensees*, and sold under this Registered Trademark, can you be 
sure that the Day-GLo® colors on your advertisements and dis- 
plays are genuine. 


Manufacturers of Day-GLo colors, as well as several thousand 
licensed producers of DAy-GLo displays, have voluntarily obligated 
themselves to maintain the superior standards of fluorescent bright- 
ness and light-fastness established by Switzer Brothers, Inc., owners 
of the honored Day-GLo trade name. 


To make sure that you get genuine Day-Gto colors, specify and 
insist upon Day-GLo. For outdoor displays, specify Sunbonded® 
Day-GLo. 


*Licensed Manufacturers of DAY-GLO® Materials 


Bulletin Color System 
SWITZER BROTHERS, INC., Cleveland 


Coated Papers 
CROCKER, BURBANK PAPERS INC., Fitchburg, Mass. 


Display Papers and Cardboard 
NATIONAL CARD, MAT AND BOARD CO., Chicago 


Gummed Papers 
DENNISON MFG. COMPANY, Framingham, Mass. 
MID-STATES GUMMED PAPER COMPANY, Chicago 


Pressure-Sensitive Papers 
KLEEN-STIK PRODUCTS, INC., Chicago 


Blotting Paper 
THE WRENN PAPER COMPANY, Middletown, Ohio 


Fabrics 
M. HAUSMAN & SONS, New York City 


Flock 
THE RAYON PROCESSING CO., of R. I., Pawtucket 


Paint 
LAWTER CHEMICALS, INC., Chicago 
THE SHERWIN-WILLIAMS COMPANY, Cleveland 
SWITZER BROTHERS, INC., Cleveland 


Silk Screen Colors 
LAWTER CHEMICALS, INC., Chicago 
THE SHERWIN-WILLIAMS COMPANY, Cleveland 
SWITZER BROTHERS, INC., Cleveland 
DANE & CO. LTD., London 


Water Colors 
THE AMERICAN CRAYON COMPANY, Sandusky, Ohio 
THE CRAFTINT MFG. COMPANY, Cleveland 
LAWTER CHEMICALS, INC., Chicago 
SWITZER BROTHERS, INC., Cleveland 


This message is published as a service to advertisers, their agencies and their suppliers by Switzer Brothers, Inc., originators of daylight fluorescent colors 
and owners of many U. S. and foreign patents covering daylight fluorescent pigments, materials and displays, 
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Why do Chicago Catholics 


eat more 


catsup in March? 


af 


Chan there was a man and he was all befuddled. 


He couldn’t figure out why catsup sales in Chicago were way in November 


down 
way up 


and a in March. The reason why he cared was because he made and sold 


catsup; and you’d care, too, if you did. 


Well, being a very sensible type, he immediately set out to find the 
$ 
answer. So he racked his brain and dialed his phone and asked his friend Joe to 
come over. “Why ... etc., etc., etc.?” asked he. Now it just so happened that 
Joe was a joe who worked for the Chicago Tribune — sold advertising space, that is. 


Joe knew his markets (from shelter to super), but catsup presented some red-hot new problems. 


So he asked the Tribune’s fact and figure fanciers (formally known as Manager of 
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Research and Presentations, and Manager of Sales Development). \s 
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*. . RE * 
And he came back with their answers. Sey] _ 
. >. . 

Almost everybody in Chicago uses catsup, but research proved that the 2,568,000 Catholics | 
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in metropolitan Chicago are by far the biggest catsuy suming group. Therefore the 
Tribune catsup calculators concluded that catsup sale. » down in November because that’s 
when so much turkey is eaten (much of it without cai. »). And sales go up in March because 
that’s the aie season when Catholics eat so much ~> H ‘4 and sea food. 
And, as most people agree, almost everything that swii:s tastes better swimming in catsup. 
These few ungarnished facts helped solve the catsup man’s quandary. And this 
story suggests how you might use the Chicago Tribun«’s research to answer any 
questions you may have on the Chicago market. 
Nobody knows Chicago like the Tribune. 
The Tribune has spent several million dollars to determine facts 
that vitally affect your sales in Chicago: what kind of people live here, what they 
Ss! 
do, how much they earn, where they shop, what they buy and why. 
All of this valuable market information is yours for the asking to help you plan 
your Chicago sales and advertising strategy. 
Nothing sells the Chicago market like the Tribune. 

Residents of Chicago and the adjacent 206-county Chicagoland territory represent a 
market valued at $17 billion. And the best way to sell this market is through the 
advertising pages of the Chicago Tribune. Does advertising in the Tribune pay? Just ask 

‘ Frigidaire, = Oscar Mayer, Procter & Gamble, or Delta C&S Airlines. 

| People may praise the Tribune, fuss about it or blast it— but reading the 
; | Tribune in Chicago is just like speaking French in Paris. Almost everybody 

| does it. Everybody feels its impact. Practically 3 out of 4 families in Chicago and its 

| suburbs are Tribune readers— almost half of the households in 840 midwest towns 
| read it. (And only 12% of metropolitan Chicago gets the largest national magazine — and less 
than 1 out of 10 tunes in on an average evening TV program.) 


So if you want to know something about Chicago, call in a 


joe from the Chicago Tribune and put him to work finding out. 


P.S. Always remember .. . If you want to SELL Chicago 


| TELL Chicago in the Chicago Tribune 
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It Gets a Little Involved 


We have always had a great deal of respect for the analyses of the 
liquor industry which have been developed by True, and have re- 
ported on them quite fully in ApverTISING AGE because we have 
always felt that they presented valuable industry statistics. 

This still holds true of the latest True liquor study, which we re- 
ported on in detail last week, with one important exception: 

True analyzes the reduction in legal consumption of liquor as due to 
bootlegging, high taxes, competition and reduced sales at bars, and 
winds up with a suggested loss of 120,300,000 gallons. Of this loss, 
50,000,000 gallons is due to bootlegging, True avers; another 31,000,000 
to the fact that bars are serving smaller-size drinks than they used 
to; 24,300,000 gallons are lost to beer and wine on an alcohol-for- 
alcehol basis, and 15,000,000 gallons are lost because everyone is 
packaging liquor in fifths now instead of quarts. 

There is some peculiar reasoning in these figures, much of it not 
very consistent with itself. For example, if liquor loses 24,300,000 
gallons of sales because people pick up the equivalent amount of 
alcohol in beer and wine—which seems to indicate that the alcoholic 
intake of the human being is somehow fixed at some definite point— 
then how can it also be true that the industry loses 15,000,000 gallons 
of sales because the drinkin’ stuff now comes in fifths instead of 
quarts? 

And how can you prove that consumption of alcoholic beverages 
declines because an over-the-bar shot that once held an ounce and a 
half or maybe two ounces, is now a measly seven-eighths of an ounce? 
In the old, lusher days, isn’t it possible that one drink served where 
two are now required? 

Personally, we’ve got a kind of suspicion that the volume of liquid 
consumed in connection with alcoholic beverages is higher than it has 
ever been—but that the percentage of that liquid which consists of 
alcohol is getting smaller and smaller, while the percentage that 
consists of tonic, orange juice, tomato juice, grapefruit juice, ginger 
ale, etcetera, is getting larger. 

Could it be that the once-unimportant part of the mixed drink team 
—the mixer—is stealing the show ...and the sales? 


The World Moves Fast 


Thirty years ago the world—or at least the U.S. portion of the 
world—was in the midst of what subsequently became known as the 
era of wonderful nonsense. 

The wonderful nonsense consisted of such silly notions as holding 
that stock market prices could go up forever; that there could be a car 
in every garage, and that there should be two chickens in every pot. 

As every one knows, the world came out of the era of wonderful 
nonsense with a cold, cold plunge. Ever since, it has been in an era of 
intense REALISM, an era in which no one is willing to take any non- 
sense about nonsense. No dreams, no aspirations, none of this glass of 
milk stuff for all the Hottentots for us; no sir—what we want is the 
cold, hard facts, sir. 

So now we have developed the era of realism to the point where 
everyone knows that stock market prices can go up forever; there 
should be a minimum of two cars in every family; and no self- 
respecting, red-blooded American can hope to keep up with the social 
parade unless he goes home every night to his own private swimming 
pool. 

The funny thing is that it all seems real, too, and not at all phony 
or dream-stuff. And the funniest thing of all is that it is real, and can 
stay that way, if we’re smart enough to realize that there is no super- 
natural magic involved, and that what has been going up so beauti- 
fully and consistently can come down if we forget to watch our step. 

Let’s make that wonderful nonsense really come true this time. 


—John J, Coen, Marathon Paper Corp., Appleton, Wis, 
“And he said, ‘All they have in these things is chasers.’” 


What They're Saying 


Neither Secret Nor Furtive 


and the advertising business. Often 
they come from those who realize 


mine advertising. 
But 


and evils do exist in the business. 
There are just two comments we 
would like to make about them: 
First—the sins of advertising are 
not so numerous as might be imag- 
ined, or as they might seem. This 
is because the advertising business 
is a “Macy’s window” business. 
Everything that it does is done in 
public. You can’t be secret or fur- 
tive and advertise effectively. 
Hence, most of advertising’s sins 
are apparent to everybody. 


ural force, as inexorable as gravity. 
It is the critical nature of the pub- 
lic itself. 

By this we mean that advertising 
—exaggerated or downright un- 


uct over and over again. After 
advertising has won a trial order, 
it is up to the product to live up to 


about a product. 
ones last very long. 
to police the small part of adver- 


tising which needs it is the adver- 
tising business itself. The respon- 


truthful—won’t sell the same prod-| 


| 
| 


| 


sible majority of men and women 


Occasionally we encounter un- in advertising are as much in favor 
favorable comments on advertising, °f truth and fairness as other 


Americans. They believe it is their 
duty to police their business, as the 


that one way to hamstring free en-| medical and bar associations police 
terprise is to hamper and under- ™edicine and law. 


In addition, the advertising busi- 


sometimes the criticism "°SS is policing itself from very 
comes from perfectly sensible and Ptactical considerations. Publishers 
serious Americans who find shady | and other media owners discourage 
practices and downright evil in Umethical advertising because it 
the business. Let us agree at once 4'@8s down the respect of the pub- | 
that they are right—irregularities !i¢ and their advertisers for their 


medium. 


Advertisers discourage unethical 
advertising, through trade associa- 
tions, etc., because such advertis- 
ing is unfair competition and be- 
cause it makes effective selling 
harder for them. 


—‘“In a Few Moments,” booklet for 
callers at Young & Rubicam, New 
York. 


Purpose of Business 
Let me tell you what I think is 


the real purpose of business. The 


Second—there are two forces| purpose of business is to provide a 
working constantly to improve the | Product or a service that people 
advertising business. One is a nat-| need or want at a price they are 


able and willing to pay. If one is 
successful in such a purpose he 
will make money—yes, even be- 
come rich—and employment of 
people will be automatic. Profits, 
security, and employment will be 
the reward for a job well done. 
These rewards provide the incen- 
tive for hard, ingenious work. But, 


its claims. Every dissatisfied user|if you want to keep your eye on 
means one less future prospect and the ball that pays off, don’t forget 
one more spreader of the truth| the real purpose, the reason that 
Neither poor) business exists—service to others. 
products nor unethically advertised And this rule applies regardless of 


whether you operate your own 


The other force that is working | business or work for an employer. 


—Lothair Teetor, Assistant Secretary 
of Commerce for Domestic Affairs, 
speaking to graduates of Tri-State 
College, Angola, Ind. 


Advertising Age, August 1, 1955 


| Rough Proofs 


Helene Curtis developed a new 
deodorant called Nay, but after 
carefully investigating the trade- 
mark situation, its legal advisors 
said, “Nay, nay.” 

a 


Even the great Walt Disney, in 
creating the new wonders of Dis- 
neyland, found himself unable to 
solve the perennial American 
problem of where to park the cars. 

* 

Mamie made a hit with the 
Swiss at Geneva, and may also 
have played an important role in 
slowing the vodka parties which 
represent such an important and 
successful part of Russian diplo- 
macy. 


The Harry M. Frost Co. cele- 
brated its 49th anniversary by 
sending wires of good will to its 
first clients, and of course the cli- 
ents lived up to the script by wir- 
ing right back, “And the same to 
you.” 

. 


True says the decline in liquor 
sales is largely due to the bootleg- 
gers, a situation which may tem- 
per the desire of the WCTU to 
celebrate on the strength of the of- 
ficial consumption statistics. 


The volume of legal lore and 
court precedents now piling up on 
the subject of advertising and 
media should encourage more 
young barristers with an eye to the 
future to specialize in this field. 


“We have never in the history of 
this activity told you to do busi- 
ness solely with these agencies,” 
says ABP in sending out its rec- 
ommended list. 

And it wouldn’t have made any 
difference to the publishers even 
if ABP had told them. 

° 

Although the Tariff Commission 
has recommended an increase in 
the import duties on bicycles, the 
Washington story is that the Pres- 
ident won’t go along. So the Amer- 
ican bike makers may have to 
continue pedaling uphill for a 
while longer. 

& 

Even though the new packaging 
of Lux toilet soap is made of alum- 
inum foil, Lever Bros. is entirely 
justified in presenting it to the 
lovely ladies who are expected to 
use it as a golden wrap. 

a 

The luscious Swedish blondes 
who are capturing beauty contests 
like that for the title of Miss Uni- 
verse are making Hollywood hope- 
ful that there may be another star 
in the making who won't say, “I 
tank I go home.” 

e 

If the advertising of that new 
Geiger counter of El-Tronics Inc., 
now being advertised in the Post, 
is as successful as expected, there 
won’t be any serious question as 
to what has become the nation’s 
No. 1 outdoor sport. 


With “Operation Snowflake,” 
“Operation Undercover Agent” 
and similar projects successfully 
under way, you shouldn’t be sur- 
prised if the standard greeting of 
a U. S. Steel sales promotion man 
turns out to be, “Wanna hear about 
my operation?” 
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The Inquirer! 


All advertisers—classified, national or retail—want action. 
To get it, they pick THE INQUIRER. Proof? THE 
INQUIRER is tops in every important advertising 
classification and is now in its 22nd consecutive year of 


total advertising leadership in Delaware Valley, U. S. A. 
Of course you want action, too. See us. 


4 Big lndastries Expand in 


DELAWARE VALLEY, U.S.A. 


62% of Delaware Valley homes are 
owner-occupied—and families in 
America’s 3rd Market spend heavily to 
furnish and improve them. Effective 
buying income over $8 billion annually. 


Exclusive Advertising Representatives: 


NEW YORK CHICAGO 
ROBERT T. DEVLIN, JR. EDWARD J. LYNCH 
342 Madison Ave. 20 N. Wacker Drive 


Murray Hill 2-5838 Andover 3-6270 


GEORGE S. DIx 
Penobscot Bidg. 
Woodward 5-7260 


Che Philadelphia Pnguirer 


Constructively Serving Delaware Valley, U.S.A. 


West Coast Representatives: 


SAN FRANCISCO LOS ANGELES 
FITZPATRICK ASSOCIATES FITZPATRICK ASSOCIATES 
155 Montgomery St. 3460 Wilshire Boulevard 

Garfield 1-7946 Dunkirk 5-3557 
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Downtown Paterson 
Combines to Battle 
Shopping Centers 


Paterson, N. J., July 27—How 
you gonna get them back down- 
tewn after they’ve found the shop- 
ping centers? 

A group of business men here 
has decided the answer to this di- 
lemma lies in advertising and pro- 
motion. 

Several months ago the mer- 
chants in downtown Paterson de- 
cided it was time to fight back 
against the inroads being made by 
highway shopping centers. A com- 
mercial development fund for Pat- 
erson’s future was set up, with 
more than 200 merchants, profes- 
sional people, property owners and 
financial institutions backing the 
project. 

A budget of $120,000 was raised 
to promote downtown Paterson 
through a series of special events. 
Opening gun in the campaign was a 
month long June Jubilee staged to 
celebrate Paterson’s 100th anniver- 
sary as a city shopping center. 


® Paterson used newspapers, radio, 
television and outdoor posters to 
lure the customers into “North 
Jersey’s most complete shopping 
center.” Cooperating retailers 
staged their own promotions, with 
many of them using free door prize 
coupons to stimulate store traffic. 

The advertising campaign set up 
by Force Inc. called for saturation 
spots on WRCA and WRCA-TYV, 
New York, and WPAT, Paterson. 
The theme: “Downtown Paterson 
Has Everything.” Highlight of the 
radio drive came when Tex & Jinx 
originated their WRCA broadcast 
from the Alexander Hamilton Ho- 
tel—an event which proved to be 
a big crowd drawer. 

Harry D. Adamy, chairman of 
the development fund and presi- 
dent of Quackenbush’s department 
store, said the promotion accom- 
plished its principal objective of 
attracting shoppers from outlying 
areas to Paterson, with some of 
them traveling as much as 50 miles 
to attend the jubilee. More than 1,- 
000,000 door prize coupons were 
filled out during the month. 


VARIGRAPH 


LETTERING INSTRUMENT 


~ Noes 


LETTERS EXACT SIZE TO 


rica H 
Casual 


After only a few minutes of practice, 
anyone can do crisp, professional hand 
lettering with a Varigraph. All you do 
is move a stylus along the letters in a 
grooved templet. Work is always clearly 
visible. More than 600 variations in size 
and shape of letters may be produced 
from one templet — 126 templets and 
lettering styles. Letter with either pen 
or pencil. Letter directly on paper off- 
set plates. Varigraph is built to watch- 
makers’ precision, and guaranteed to 
deliver a long life of service. It will pay 
for itself many times over in a short time. 


For Complete Information 
Write today — Dept. 63 
VARIGRAPH CO., Inc., Madison 1, Wis. 


Imperial Type Metal to Will 

Imperial Type Metal Co., pro- 
ducer of type metal and photo- 
engraving zinc, with factories in 
Philadelphia and Chicago, has 
named Will Inc., Cleveland, to 
handle its advertising and produc- 
tion of its house organs, “Imperial 
Zinc” and “Imperial Magazine.” 


Swissair Uses Radio 

Swissair, the airline of Switzer- 
land, will start using radio as part 
of its over-all advertising this fall. 


This will be the first time it has 
used this medium | the U.S. Be- 
ginning in Septem)::, it will spon- 
sor two weekly 20-":nute musical 
programs over WQ>*. and WWRL 
in New York. DeGarmo Inc., New 
York, is the Swissa': agency. 


Morrell Names M09<-Privett 
John Morrell & Co., Ottumwa, 
Ia., meat packer, has named Mogge- 
Privett, Los Angelc;, to handle ad- 
vertising for its meat products in 
the Los Angeles arcs. Campbell- 


Mithun, Chicago, will continue to 
handle national advertising for 
Morrell Pride meat products and 
Red Heart dog food. 


‘Chain Store Age’ to Miller 
Harold Miller Co., New York, 
has been named to handle adver- 
tising promotion for all editions of 
Chain Store Age. John A. Millar 
Jr., formerly manager of the Phil- 
adelphia and Baltimore districts of 
Sessions Clock Co., Forestville, 
Conn., has joined the New York 


Pe ee ae cath 


Advertising Age, August 1, 1955 


advertising space sales staff of the 
variety editions of Chain Store 
Age. 


Jarvis & Jarvis Adds Three 

Jarvis & Jarvis, Los Angeles 
agency, has added three clients: 
Hadco Engineering Corp., maker 
of house trailer supplies and parts; 
Hartley Paint Co., manufacturer of 
automotive and industrial paints, 
and Howard F. Ward & Son, a new 
company producing a line of gas 
ranges for trailer homes. 
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Advertising Age, August 1, 1955 
Edison Appoints Oliver 


Robert M. Oliver, formerly man- 
ager of portable appliances, West- 
inghouse Electric Corp., Mansfield, 
O., has been named v.p. of mar- 
keting of Thomas A. Edison Inc., 
West Orange, N. J. 


Storecast Corp. Moves 

Storecast Corp. of America, New 
York supermarket point of sale 
advertising and merchandising or- 
ganization, has moved to larger 
quarters at 11 W. 42nd St. 


Management Assn. 
Expects 5,000 to 


Attend Its Seminars 


New York, July 26—About 5,000 
business executives will exchange 
experience and ideas at American 
Management Assn. seminars in the 
1955-56 fiscal year, AMA pre- 
dicted here last week. The associa- 
tion will conduct 350 small-group 
management meetings between 


Doo® 


September 1955, and Jc, 1956. 

Nearly 2,500 industri: execu-| 
tives are expected to oar Ucipate in | 
the coming fall semi Most of | 
them will be held at “\ \'s man-| 
agement center here. > © several| 
meetings also will — held in’ 
Cleveland and Chica: 

In the six years the AMA has 


been conducting seminars, more 
than 19,000 business men have 
taken part. 

Next fall, AMA worshop sem- 


inar groups will take up nearly 100 


different subjects in seven fields of 
management—finance, general 
management, insurance, manufac- 
turing, marketing, office manage- 
ment, and personnel. In addition, 
topics will include use of electronic 
equipment in the office, marketing 
applications of motivational re- 
search, a managerial accounting 
system for profit planning and 
methods of insuring against prop- 
erty damage. 

Additional information and 
copies of the new seminar program 


First-run sponsorship 


may still be available in your market 


NBC Film Division’s “Adventures of the Falcon” makes a habit of raising station ratings 
substantially in its time period. Out of nineteen major ARB-measured markets where before- 
and-after information is available, “The Falcon” boosted ratings in fourteen! In Memphis, for 
instance, a 14.4 rating before “The Falcon” soared to 25.6 with “The Falcon.” That’s the kind 


of spectacular rating-increase scored by the series virtually everywhere it runs! 


hits town, ratings soar! 


Advertisers of every description have strengthened their competitive position by sponsoring 


“The Falcon.” Brewers, grocers, appliance dealers, — retailers, banks and loan 


companies, department stores — they’ve all discovered its 


uilt-in selling power. 


“The Falcon” sells because it pulls audience . . . immediately! Exciting episodes of adventure all 
around the world, the exotic flavor of authentic locales, a great new star —Charles McGraw — 
whose movie fame is expanding rapidly . . . these are the strong audience-values you get with 


sponsorship of “The Falcon.” You also get an exclusive package of advertising, promotion, 
exploitation and merchandising, unmatched in the industry! 


First-run syndication sponsorship, at a down-to-earth cost per thousand, may still be available 
in your market. Write, wire or phone NOW! 


NBC FILM 


DIVISION 


serving all sponsors 

serving all stations 
30 Rockefeller Plaza, New York 20, N. Y. Merchandise Mart, Chicago, Ill. 
Sunset & Vine, Hollywood, Calif. In Canada: RCA Victor, 225 Mutual St.. 
Toronto; 1551 Bishop St., Montreal. 


[TALL OVER THE WORLD! 
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may be obtained from the seminar 
registrar, American Management 
Assn., 330 W. 42nd St., New York 
36. 


Hickerson Gets Copper Assn. 


The Copper & Brass Research 
Assn., New York, has appointed 
J. M. Hickerson Inc., New York, 
to handle its advertising and pro- 
motion program. Maubert St. 
Georges Inc. formerly had the ac- 
count. Hickerson was selected af- 
ter a screening of 15 agencies dur- 
ing a period of several weeks (AA, 
July 4). 


Schetf Named President 

Samuel E. Scheff, formerly v.p. 
of Publishers Distributing Corp., 
New York, has been named presi- 
dent of the company, which 
distributes Confidential, Pic and 
about 80 other magazines. 


Poly-Thane to Weintraub 
Hadley Bros.-Uhl Co., St. Louis, 
has named Weintraub & Associates, 
St. Louis, to handle advertising for 
its Poly-Thane Products division. 


BIG 
VOICE 


IN NORTH CAROLINA’S 


GOLDEN 
TRIANGLE 


WINSTON-SALEM 
Ol GREENSBORO 
HIGH POINT 
5000 W © 600 KC * AM-FM 


wsJS 


RADIO 


WINSTON-SALEM 


NORTH CAROLINA 


HEADLEY-REED., Representatives 


eee. SS en by ; 


< 2 
of SER eS ae WEG ert: ee op BE RN ih ; rae, ae  P - aM AR ee ore ; rar ry . ‘ 
(cs ak 5 pet Sa FROME EN epee a epee z J 5 elas : : 
pla Fi eR Sie fe Yo Ras Bete S — ' — =. / 
as tt spo ~ t ral j 4-Co at. fs 5. é J Fis ess: +eyee «Sn ae a3 ee ‘ i 1 Sg =e Wy aaiaes” Ses tak, ee tte 4 eehus tog Se ee eS se as iat a oy ag ne) 5 
hie } , ij 3 ta, t at ho : . ‘i Ae) os as ae 
ve . ee 
F : is. 
d a 
os yen 
0 Na 
: pee 
ov ; 
dig 
ae = n 
ee | 
a 
‘ rr 
“y 
! 
ed 
ee “4 
54 
Z 
iy 
Bes 
A 
\ X 
J ; Po ~ ae 
a ; a 
: ‘aig rd a 
9 > 4, ; 
;; ‘he all a a a 
> ast “ 7 
2 . bs 
= wlll Th 
, _— Be P 4 
; 4 Y . i im 
a 
: — a a 
o i , 
} = 5 | ‘ of he * me 
* = 
Gq 
* 
WINSTON- {Vier - 
SALEM AW HIGH i 
ae i. POINT - 
oe = aad # *) 
me Re 
f a ae y : : 
% bs a wd 
a Pie | “ 
ee . ae : 
GREENSBORO e 
ee : 
Po : 
“ ae ae I 
' ; 
| ee 
ee 
i 
rf ; 
y 4 ; 
, ) ae aoe © ee a - ‘ — — are Buble ae Bile aa alte i > = ui eis 3 : : — * Ure oe re 3 Ne 
A, ce $s he ip 7 SS 8 ae ee han | oe Be a a 
a wT. Ware: : oh, am — ¥ $ “ a ¥ oe Fee f _ . . : 
is i, a = - i a ae | , 
ee ey : ae £ 7 ae — 4.7 <4 ard % ee ee sag ig oe Piecint otis ere itaiae eee Sarin aun Ane. He, 
ark. eae de a 3 wisely oy Mi Efe ale a0) \e oe i i a ip ee i ge pee eg Ses , 
oa SF aa > > ae = + ie i SS +4 Le ee Sea Cl x Bre er Re sl a ie 
 . de 4 2 oe 2 SS Aaa > eal Pao” ee oS eit i TA ak cai SUR Sole elms eR aaa CE 5 oS: é e 
ta * ; ; : p Ma ene = aa re = en yet ee let ate Seeetege t : ie 
< eA ‘ a. ey ey ” ; gegeer . ! ie a lf re ee = a é mM ter ke * oer 3 Pg 
—— oF be egg 2 r I} P ae “ 3 ay = See ‘ eed Sieies ae ee ery an a eee @ Se ee 
* oe : “a GO a % Sr aa pelt Mat te pe ‘ia 5 ed 2 hall aan : ee eal = 
Ree tity wee as 4 Maes on th ; as i Sere 4 a . ae : pe ; 
Se ehh Pi J ee _ , Ree a my ee Coie ed ae ie 3 a - - eT E 
io es fice a ? ee ; a ae _/ 3 : a, ae a f : eT: = me 
‘. a a ors eee § ee. a , a i 28  , Pe et Pe ee é wer 3 Bc * ga t 
: See” Pie 7. Co a FON ae Se : ie ~ iz oat ee - 
i Re se y , “ é 4 ss Sa a a b cage ot, oe ee! aS , ae heft. 
: a. eae 4 > * eek ee oe a 4 Yee ee gi * 2 ale er ime Pe ~ le a 
i ‘ eS : Ps ‘a — eS et a . “s + Ria ale ee ofS iia ie Ce a eee: eZ 
. 3 diag ee aE t — ‘ Pe ie a . ‘ 2 —& beh, ees ees Su ee eines . ieee i ee 
es : : a : =e : 5 i 5. cat ie Pee ek Te eae A! eae. 
* ~ eae  — ee are.” , ig OE ee ee Me j 
; ’ uit , — . ae - 4, ae ao: Se a TC es Arte “eo fae Nine 
se : »J ‘ ge J th ee 2 ~ - ie ee. yn a eee PEs a 
: i bs f eae. @ a Pe om : “hy "ee ee 5 we Cee a ae aR 9 ’ Te ke geae at Pe ne ; 
% zat age eg <e ae ee ea a er. | ie oe ie peer ale - - eS ig Tr a ore Sees ‘ 
—_ «© ££ _ a ee ee Se SUE e os he A. ts ee . 
ee ete Sk ioe Eis = al ss * “ e . - 6s pe ie re * J, casa cis, ee Lo ee iis = : 
i ES a ae, Sale came Four 2 % a j an Ree hae 13, eee ‘3 ee 4 - a “Soh aera a < 
- a aN eee yk es ian Set Rie - et sa ee 9 ae we Ss a oe ep be : 
/ eos She eee et Ea. or “ak , , 3 ¢ * ee ‘ : be w gears Bi ue ; all - = Sy a eee F. 
—_— ee a “f , Pes ; -) aoe wit i) aa Ps) é bs ‘ 
- sige ote oy - 4 “at fd ; ee 1 ie ae eo Oe - 
: ~ i ee : = ee q ‘ eh. Bi Se as ba ee bd Bees \ mone : 
H A ¥ nee * oe ana ae dl a eee ef PR a - 22) ae . 
ji eS Grae Pee Es rs ay Pe ee Bey 4 j sie ae cghea Z w~ es Z E 
tan Ce “il ps AS Pe 
, nom es Ya \ ‘Hepeibias ee ves J . ‘ FT Pa a : a ; ; oe q ; 
i 
ee | 
Sot ES ic +; beg Se i op ate ae BRR SEK Te, cea tbs eit eae Le Poe ete AL epee Be o:Y, Cae ke on ah SS Seer eee Rey eee , het Gt 9 he, Wy eee ae wean See ages eae ga : aah ee 2. Uae Vel: id cal ema ek Sieg & Serio oe Se 5 a eS a3 
Ris Sian rite oe Sa. eae en, A en oe eae Bi Aes 8 Rd > sere eae ¢. Rate EF oe ee ae ee ge ger ig hack wee se Sag ey i Leas Ol teed Sad ti i. Be Sees ae. ‘ 2 eeipee aay es a re Oe a ee ee re Se eS PENS © 2 ieee ee fi ale Bee mates Si! Ay ++ eens 
pds 34 SEI Vinh Ste Ae AS at te elie! ee Od ar ater ob a Ae ea che - Ay 8) pee SC ry re op Pay AeA. So eA Se VR Soi ce eS ee eM gc cee ine pee ae ae a en Tes a eS bes yg er ge es! see eae Sar 
Roe ee ee oe on eae a vy pater Sa Peanes pease ale. eae tanec Pete are? GROe menda) An ee Sate ieee ee ce eS ge eT eR grime Like g cae So ae Rese: PE hie Et ae Loe ere 2 ee eee MAL aS oe eek aut rec et era Sire aad as hase > Ya Sy 
i tt pram eee Re a daa hag fos es ees ae Bide eee oe ainey oF Tele ser a ae falta my Mone a ae ee Leese fd ree s “ate 5h Al Re TPP. rons ete a aS) ‘9 os ose 2h * 3h eri Paes oi Si es ay Rew, BE a Fe ee Ss Pe hk Sead core daeke is aN 
Md Pe ha Oe eae ee eva Ras ete i ih a i oe frie: ee ane Ne gg Ma ees Coy SNOT Mra FON ce ty Op ig eee beac Ty eigen BONE Me te Bim oo pire PAL om, Ca SIG fp) Tae eee Ae eee oma bipar Meee a > he es Mle eer ARR | “I eet & 
eee eee Te ar ee, ies ee Peds Na Botece ae RES ene pace) MEN ae ME gt ara ree Wien ss Peps EA Pe Me ok ise cope MOAN Eee ey eee ae, amo Mee a ae AAR OR Pane Te See cae teary rear) ee eis: Din eer 
4 e 6 ol 8 ee WA Le hee tess oe Rr a leral byt A SS eee Bae” to Meee hy ee ts et eg oe ee eee ee Pe a eS FAs Peep . : cs eh BA eT Saale aS od iy ES ge a ag pee ee 3 ne T ebia” Mapabes: abe he” 3 Oe fo hoe ag 8. Oe ee ee gs a ee > 
Senha ae Stent Pie eda: Sk ation Te Soar TR Sia ae eke ee Oa eee ee eee Bere te pt ek grees eres 8 Seis SCOOT Se Re eee eee eo A. aay” Bere faace. Wilt fe hder pia tiet de tng oR wes boat nae Pepe, rs Bar een” py eee a SOR AE pee, cee ae 2G Re 4 ae oe 


16 


Coyne Joins ‘Jewelry’ ]WT Names Thorburn V.P. 


Edward G. Coyne, formerly with| Donald B. Thorburn, an account 
Advisers Inc., New York agency,|supervisor in the Detroit office of 
has joined Jewelry, New York, as|J. Walter Thompson Co., has been 
eastern advertising representative. | elected a v.p. 


A 
Magic of the Computer! 


Measuring frequencies is “A B C” stuff to radio 
engineers. Yet, this is the key to the electronic 
computer. Radio engineers discovered both 
analog and digital computation principles, and 
made this number science a practical reality. 
From earliest research papers to the most cur- 
rent improvements, “Proceedings of the I R E” is 
the publishing medium for computor engineers. 


Engineers are educated 
to specify and buy! 


INSTITUTE OF RADIO ENGINEERS 


= Proceedings of the IRE 


Advertising Department 
1475 Broadway, New York 36, N. Y. 


House Comnmnittee to 
Probe Reds Among 
TV Actors, Writers 


WASHINGTON, July 26—Several 
television actors and writers have 
been subpoenaed by the House un- 
American activities committee to 
testify next month on alleged com- 
munist infiltration of the enter- 
tainment industry. 

Chairman Francis ©. Walter (D., 
Pa.) said the hearings will be held 
in New York’s federal court house, 
probably Aug. 15-18. He declined 
to name those called but said the 
hearings will cover a “broad field,” 
including the legitimate stage. 

About a dozen actors are in- 
volved, including some from such 
current Broadway hits as “Pajama 
Game,” “Bus Stop” and “Lunatics 
and Lovers.” They will be ques- 
tioned about contributions to com- 
munist causes. 


Ethridge to ‘Raleigh Times’ 


Mark Ethridge Jr., formerly edi- 
tor of the editorial page of News- 
day, Garden City, Long Island, 
N. Y., has been named editor of the 
Raleigh Times, Raleigh, N. C., re- 
cently acquired by the Raleigh 
News and Observer (AA, June 
13). Mr. Ethridge also has been 
with the London Daily Mail and 
has been city editor of the Wash- 
ington Post. 


NBC Appoints Bengtson 

C. Allan Bengtson, formerly gen- 
eral manager of WINR, Bingham- 
ton, N. Y., and most recently with 
New York State Electric & Gas 
Corp., has been named station con- 
tact representative for National 


Broadcasting Co., New York. 


YOU MIGHT RUN THE 120-YARD HURDLES IN 13% SECS.*— 


BUT e « e YOU NEED WKZO RADIO 


IN WESTERN MICHIGAN! 


The smart way to hurdle the competition in Western Michigan 
is to use the 5000-watt voice of WKZO—CBS radio in Kalamazoo. 
Nielsen figures show that WKZO gets 177.7% more average 


daily daytime families than Station B. Pulse figures, left, credit 
WKZO with more than TWICE AS MANY listeners as Station B, 


6-COUNTY PULSE REPORT TO SET RECORDS 
KALAMAZOO-BATTLE CREEK AREA—MARCH, 1955 
SHARE OF AUDIENCE MONDAY—FRIDAY 
6 a.m. 12 noon 6 p.m, 
12 noon 6 p.m. midnight 
WKZO 41% 37% 35% 
Station B 18 17 16 
Station C 10 12 11 
Station D 10 9 7 
Station E 8 7 8 
OTHERS 14 18 24 . ' 
Sets-in-Use | __ 20.1%, 20.2%, 17.5% day and night! 


NOTE: Battle Creek's home county (Calhoun) was included 
jin this Pulse sampling, and provided 30% of all interviews. 
|The other five counties: Allegan, Barry, Kalamazoo, St. Jo- 
iseph and Van Buren. 


-TV ~¢ 
~~ 
\ 


Your Avery-Knodel man will be glad to give you full details. 


Avery-Knodel, Inc., Exclusive National Representatives 
* Richard Attlesey set this world’s record in Fresno, California, in May. 


1950. 
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Getting Personal 


Bob Rothstein, 34, assistant sales manager at Reinhold-Gould, 
fine paper, New York, finally received a B.S. in marketing from 
New York University. His education had been interrupted by World 
War II and the Korean War, in which he was a naval flier... 

Three shamrocks for O’Leary: John J. O’Leary, public relations 
counsel, Englewood, N.J., is the father of twins, John Joseph Jr. 
and Thomas Francis, born in Holy Name Hospital, Teaneck, N.J. 
The third shamrock of O’Leary and wife Dorothy is Kathy, aged 


two... 
7S 
4 WES 
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PARTY FUN—Thelma Beresin, who founded and is director of the p.r. 

and publicity department of Gray & Rogers, Philadelphia, feels en- 

titled to one of the gift roses at a party celebrating the department’s 

10th anniversary. Senior partners of the agency are (left) Jerome B. 
Gray and (right) Edmund H. Rogers. 


1 eed 


Edward Battey, v.p. and research director of Compton Advertis- 
ing, New York, has been appointed planning committee chairman 
of the research group meeting of the Four A’s eastern annual con- 
ference to be held Oct. 17-19 in New York... 

Sylvan Taplinger, radio & tv director, Peck Advertising, New 
York, is recovering from an emergency appendectomy... 

William B. Caskey, v.p. and general manager of WPEN, Philadel- 
phia, has been appointed to a three-year term as trustee of Charles 
Morris Price School of Advertising & Journalism, an arm of the 
Poor Richard Club... 


Fai 5 a? iv —_ “a [/—— 
FISHING JUNKET—Departing from tradition, these seven anglers from 
the Los Angeles office of The McCarty Co. sport no giant fish as 
evidence of their prowess. They are (kneeling) Ralph Abell, Larry 
Wilson, John Anderson, and (standing) Jim Molica, Pete Teel, Perry 
Mayer, Tom O’Connor. The occasion was the second annual fishing 
expedition of the agency off the “rock-strewn” coast near Los An- 
geles. The catch totaled 16 fish, with the largest a three-pound scul- 
pin which was promptly thrown back for fear it would sink the boat. 


W. C. Swartley, Westinghouse v.p. and general manager of WBZ- 
TV, has been installed as president of the Rotary Club of Boston... 
And the new president of the Rotarians in New Haven, Conn., is 
Clarence Platt, general superintendent of United Advertising Corp. 
there... 

Home after six weeks of hospital stay for a “disc and fusion” 
operation is Lee P. Henrich, director of merchandising for Burling- 
ton Industries. Adorning his walls is a full-color “picture” of the 
surgery, done by Dr. M. F. Agha, noted art director... 

It’s a boy for Art and Hazel Duhaime. Born July 18, Timothy 
Arthur weighed 5 Ibs. 13 ozs. Father is with Roche, Williams & 
Cleary; mother was p.r. gal at Ruthrauff & Ryan, Chicago... 

Wroe Alderson, senior partner in Alderson & Sessions, Philadel- 
phia marketing counsel, has been making headlines in the Philadel- 
phia area following a trip to Russia with a group of Friends... 

A first for Roy E. Melluish and his wife is 7 lb., 13 oz. Michael 
Vernon, born on July 14. Pop is with Wallace Publishing Co., 
Montreal... Rolfe C. Spinning and his staff celebrated the 30th 
anniversary of Rolfe C. Spinning Inc., Detroit agency, a few weeks 
ago... In Cincinnati, Eli Cohan, owner of the Eli Cohan Advertising 
Agency, decided against a party to celebrate the company’s 5th an- 
niversary. Instead, contributions were sent to charitable organiza- 
tions designated by clients... 
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Pee Promotes Murphy ; Gardiner —, ds Five 
alter T. Murphy, manager o Gardiner gency, 
‘the public relations department of | Salt Lake City, has b pointed IMPLEM ENTOS The FARM MAGAZINE for 
‘the tractor and implement division) to handle advertisin: ve Salt | LATIN AMERICA! 
of Ford Motor Co., Birmingham, | Lake City accounts. ~ re Alan y TRACTORES COVERS LARGE ACREAGE RANCH 
Mich., has been promoted to as-| E. Brockbank Inc., re -builder; | © ERS, 
‘sistant general sales manager, han-|Fruzola Co., maker «{ packaged | PLANTERS, COMMERCIAL FARMERS 
‘dling advertising, sales promotion| punch mix; Hinckley — Dodge- @ THE FARM TRADE @ GOVERNMENT AGRICULTURAL OFFICIALS 
and training. Plymouth dealer; Int puntain @ OVER 20,000 AUDITED COVERAGE 
Paddock Pools, SW: ing pool Write for Market & Media File 

NBP Moves Office -—_|distributor, and P) —':, Co..|| | MPLEMENT & TRACTOR INTERNATIONAL CORP.  fansas city 3, Mo. 

National Business Publications|maker of men’s leis ear and ND * KANSAS CITY © LOS ANGELES 
moved July 30 to 1413 K St., N. W.,|Pykettes women’s |/ sports| |_OFFICES: NEW YORK + CHICAGO * CLEVELA LU 
| Washington. wear. 


Plank Scott Adler 

TV PLANNERS—Harry Scott, v.p. of 
the Brock Candy Co., Chattanooga, 
discusses fall promotion plans with 
Sherman Adler, NBC film division 
salesman, and Mason Plank, Liller, 
Neal & Battle. Brock’s purchase of 
the “Steve Donovan, Western Mar- 
shal” vidfilm series in seven south- 
ern cities starting Sept. 11 prompted 
this huddle. 


N.Y. Stock Exchange, | ae > F, 
Its Volume Up, Will O LAD UA haus . : 
Increase Advertising ' 


New York, July 28—First-half 
profits of the New York Stock Ex- 
change rose to $708,618 compared 
with $180,030 in the first six 
months of 1954. 

Keith Funston, president, said 
the reported volume of trading in New study eee 
the second quarter was 147,000,000 
shares, 23% above that for the sec- 
ond quarter of 54. The volume was ege 
only 77% of that reported in the familiar happy ending (for WN EW): 
first quarter of 55, he added. 

Mr. Funston said that the ex- 
change will add an education di- 
rector to its staff in September. He 
will plan and carry out a program 
of information for high school, col- 
lege and educational groups inter- 
ested in stock operations for class- 


room use. : 

New monthly investment plans SHARE OF AU DIENCE, NSI AR EA OF 4+ 571 ,500 RADIO HOMES 
have been started at an average 
daily rate of more than 100 during 8-WEEK AVERAGE, FEB.-MAR. 1955 - 8-WEEK AVERAGE, MAR.-APR. 1955 
the first six months of this year, he 6 AM-12 MIDNIGHT 6 AM-12 MIDNIGHT 
said. 


SUNDAY THROUGH SATURDAY 


WNEW......C 21.4% 


NETWORK STATION A 18.6 


As previously reported (AA, SUNDAY THROUGH SATURDAY 

July 11) the New York Stock Ex- . 

Hl change will expand its advertising i : 

next fall. It will double the size of > WNHEW....««-« 

newspaper insertions, which will 

run in 556 newspapers in 327 cities, 

and will include pages in Life and 

The Saturday Evening Post. It is es NETWORK STATION A 17.9 

also planned to list member firms 

under a special New York Stock ” B 8.6 

Exchange heading in classified 

telephone directories throughout : 

the U.S. se Cc 7.8 
Batten, Barton, Durstine & Os- 

born is the agency. 


New London Paper Goes Daily 


The Press-Republican, New Lon- 
don, Conn., a weekly newspaper 
for most of its 64 years, will begin 
publishing as a four-issue-a-week 
daily Aug. 2. The newspaper, 
which will be published Tuesday 
through Friday as a five-column 
f tabloid, will change its name to the 
New London Daily Press. 


Colvin to Ketchum, MacLeod 


Donald A. Colvin has been ap- 
pointed an account executive of 
Ketchum, MacLeod & Grove, Pitts- 
burgh. Mr. Colvin formerly was 
advertising manager of American 
Machines & Metals Inc., East Mo- 
line, Ill. Represented by SIMMONS ASSOCIATES, INC. 


: Cc 8.9 


B 8.2 


7.6 7.3 


February-March and March-April 1955 are the first two reports of a new and continuing 
survey of radio listening in a 29-county area including Metropolitan New York, 
conducted by A.C. NIELSEN COMPANY, “World’s Largest Marketing Research Organization.” 


WRAEW 


Geneva Times’ Names Lentest NEW YORK ... 1130 ON YOUR RADIO DIAL 
Merritt C. Lenfest has been ap- 
pointed advertising director of the 
Geneva Times, Geneva, N. Y. He 
formerly was a member of the ad- 
vertising department of the 
Rochester Times-Union. 


‘Lab World’ Moves 


Lab World, Los Angeles, has 
moved to larger quarters at 1919 
Wilshire Blvd. 
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Monsanto, Lion Oil May Merge, signed an agreement of merger of, 


The boards of directors of Mon- | Lion with Monsanto. The agree- 
santo Chemical Co., St. Louis, and)/ment will be submitted for ap- 


Lion Oil Co., El Dorado, Ark., have Proval to stockholders of both: 


companies Sept. 23. Basis of merg- 


er will be the issuance of one and 


CUTTY BOOM! 


Our ad sales are booming. Up 155%, first 
6 months of this year, That's because ad- 
vertisers in the plumbing-heating-aircondi- 
tioning field are getting rare exposure, 
readership and results in and from the 
trade’s fast-reading tabloid semi-monthly. 
Try it yourself. 


™= Contractor 


PLUMBING * HEATING 


AIR CONDITIONING * APPLIANCE 
Grond Central Terminal Bidg., N.Y. 1, N.Y. 


one-half shares of Monsanto com- 
mon stock at $2 par value for each 


merger is approved, Lion Oil will 
become a division of Monsanto. 


Kaz Appoints Rockmore 

Kaz Mfg. Co., New York, has ap- 
pointed Rockmore Co., New York, 
to handle advertising for Kaz va- 
/porizers and inhalants. The former 
agency was Kastor, Farrell, Ches- 
ley & Clifford, New York. Sherman 
Lawrence Advertising Agency, 
Newark, continues to handle trade 
‘and ethical product advertising. 


outstanding share of Lion stock. If) 


Russian Advertising? There Just Isn‘t 
Any. Rosser Reeves Reports after Visit 


New York, July 26—Take it 
from Rosser Reeves, advertising 
in Russia is non-existent. 

The vice-chairman of Ted Bates 
& Co. has just returned from Mos- 
cow, where he was manager of an 
American chess team that was de- 
feated in eight days of competi- 
tion with the Russi: ns. 

“When a shipment of shirts 


reaches the G. U. M. (Moscow’s| 


huge government-operated de- 
partment store), the news gets 
around by word of mouth, and in 


ten minutes there's a queue that 


reminds you of Radio City Music 
Hall with a hot attraction,” he 
explained. 


advertising plans. 


hour wins. 


this area. 


*Pulse, February 1955 


GOING PLACES?... Then include the 
big ’n’ booming Salt Lake market where 
more than a million spend over a billion. 
And KSL Radio, the Mountain West’s 
“first” station, is still going places in this 
61 county, 4 state market where signs 
point to sales success in your All-American 


RATINGS ... KSL has 26.8% of the average 
week-long audience, 
and owns a 438.6% advantage in quarter 


a 47.3% advantage, 


COVERAGE... KSL talks at least once to 
almost two of three families every 24 
hours and throughout the week talks at 
least once to nine of ten radio families in 


For more on the market story and avail- 
abilities, call CBS Radio Spot Sales or... 


KSL Radio... Salt Lake City 
50,000 watts ... CBS in the Mountain West 


“There is not a trace of advertis- 
ing in Pravda or Izvestia,’ con-| 


through dozens of the big, popular 
Russian magazines and trade pa-| 
pers without seeing one agate line, 
or even one classified ad devoted 
to the selling of goods. 

“It is a strange feeling to an 
agency man to be in a country 
where his profession simply doesn’t 
exist,” said Mr. Reeves. “There 


Moscow’s strangely silent subway, 
nor in any of the thousands of big 
electric trolley buses that roll con- 
stantly through the streets of Mos- 
cow. 

“There are no 24-sheet posters, 
except those listing the attractions 
in Moscow theaters. And there are 
no commercials on either radio or 
television.” 


| 


@ Mr. Reeves said a tv station in 
Russia might devote three hours 
to a chess match, “which in the 
U.S. would easily get a rating of 
.0001, but the only contrasting 
voice is that of an announcer giv- 
ing public information or political 
propaganda.” 

Nevertheless, added Mr. Reeves, 
“television is highly developed in 
the Soviet Union, more so, in fact, 
than in any other country except 
the U.S. Moscow roofs are jammed 
with tv aerials, even in the ‘wood- 
en section’ (slums) of the city.” 

According to the agency execu- 
tive, “Pat Weaver would find pro- 
gramming a yawn.” He explained 
that there are no competing net- 
works, and “if the Saturday night 
time between 8 and 10 p.m. was 
empty, he would simply reach for 
any kinescope of any previous 
broadcast, no matter how dull, or 
call for a subsidized baritone.” 


@® Mr. Reeves said a big hurdle he 
encountered overseas was trying 
to explain to his Russian hosts what 
it is he does from 9 to 5 every day 
in the U.S. In one dinner conver- 
sation, he recalled, none of his 
four Russian acquaintances had 
ever been out of the Soviet Union. 
They had never in their lives seen 
any advertising, apparently, and 
the translator had some difficulty 
with the word “advertising.” 

One Russian listened politely, 
then said, ““‘What you say is so need- 
less. We put shirts and shoes on the 
shelves and the public has to buy, 
whether they like to or not. Or 
perhaps,” he added somewhat acid- 
ly, “you think they would prefer to 
go without shoes.” 

Mr. Reeves said he tried to ex- 
plain the theory of capitalistic 
competition between manufactur- 
ers, how inferior products would 
cease to exist, or the manufac- 
turer forced to improve the prod- 
uct. The Russians merely looked 
blank. 

“Yet,” said Mr. Reeves, “while 
they smiled so cynically, the stores 
around our hotel had their coun- 
ters loaded with merchandise so 
inferior and out-dated it was de- 
pressing. Bad ballpoint pens, sleazy 
shoes, tissue-thin shirts and junky 
toys—many of them poor imita- 
tions of good American brands.” 


® The American adman found 
prices in Russia to be “astronomi- 
cal.” He said that at the official 
rate of four rubles to a U.S. dollar, 
an orange cost $7. 

When he attempted to describe 
the frozen foods industry to some 
dinner guests, he ran into trouble. 
There are no frozen foods of any 
kind in Russia. 

Pointing out that he always had 
a big pitcher of frozen orange juice 
on his breakfast table at home, 
the equivalent of 20 or 30 oranges, 
Mr. Reeves said the silence at that 
point “was equally deep frozen.” 

“Any man who could afford to 


tinued Mr. Reeves. “You can leaf|§ 


isn’t a card in any of the cars of| | 


SUPER CANS—Some of the largest 
plastic display units ever used to 
push canned soft drinks are being 
introduced in the Southwest by Dr. 
Pepper Co. Model Evelyn Allen 
stands among 15 of the plastic 
“cans” at Tommy Tucker Plastics, 
Dallas, maker of the store units, 
which are 40” high and 24” in di- 
ameter. Grant Advertising is the 
Dr. Pepper agency. 


orange juice for breakfast,” he 
added, “obviously came straight 
from Wall St., and was an exploit- 
er of the working classes. When 
I told them that millions of Ameri- 
cans breakfasted this way every 
day, it was obvious that they put 
me down as a capitalistic liar.” 


@ Mr. Reeves made a speech at 
the Hall of Columns, the Soviet 
shrine, where the bodies of Lenin 
and Stalin lay in state (AA, July 
11). His speech was front-page 
news in newspapers all over the 
world. He met Kruschev, Malen- 
kov, Bulganin and Mikoyan, and 
was described on Soviet television 
as one of the most popular Ameri- 
cans ever in Russia. 

“The next few days,” said Mr. 
Reeves wryly, “I came to the con- 
clusion that my face must be 
well-known because everyone I 
met said, ‘Ah, the Amerikanske 
speech-maker,’ But I discovered 
the secret was much more simple 
than that. I was wearing the only 
bow tie in all of Moscow.” 

A high point of Mr. Reeves’ stay 
in Russia was a Fourth of July 
party given by the American Em- 
bassy. Russia’s political leaders, 
who for years had ignored invita- 
tions to the affair, chose this year 
to show up. 

Mr. Reeves had a chat with ex- 
Premier Malenkov about the Pol- 
aroid camera, a device being used 
at the party by one of the Ameri- 
cans and one which charmed the 
Soviet brass. Mr. Reeves, tongue 
in cheek, commented, “That, you 
know, is an American invention.” 

Soviet claims of prior invention 
apparently have made little im- 
pression on Mr. Malenkov, who 
merely sipped his champagne, 
smiled, and said, “But of course.” 


Sitterley Adds to Board 


Three new members have been 
added to the board of directors of 
J. E. Sitterley & Sons, New York, 
publisher of Guia and World’s 
Business, Spanish and English 
language export publications. New 
board members are George and 
Joseph Berlinger, international in- 
dustrialists and financiers, and 
Sylvan Gotshal, corporation lawyer 
and member of Weil, Gotshal & 
Manges. Joseph Berlinger will also 
serve as exec. v.p. of the publish- 
ing company. The company plans 
to broaden its publishing activities 
to serve U.S. international adver- 
tisers. 


B&B Names Ward Stevenson 
Ward B. Stevenson, public rela- 
tions director of Pillsbury Mills for 
the past four years, has been ap- 
pointed v.p. in charge of public 
relations of Benton & Bowles, New 
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“To Elm Farm Foods Co. Everywoman’s is 
the most important magazine published!” 


One out of three Elm Farm customers reads EVERYWOMAN’S ~— Why PRECISION MARKETING is important to you... 


! — a customer concentration approximately three times greater ® Chain grocery stores represent the greatest potential for 
| increased sales. 


than any weekly or women’s service magazine. 
@ EVERYWOMAN’S chains account for 25% of total chain 
grocery volume. 


This concentrated circulation at the point of sale explains why @ —EVERYWOMAN’S concentrated circulation among Elm Farm's 


: did iy sa customers — approximately three times greater than any 
| Elm Farm uses EVERYWOMAN’S editorial and advertising pages weekly or women’s service magazine — is the most alter. 
as an important part of their merchandising and promotion events. tive way of reaching this chain market! 


EVERYWOMAN’S MAGAZINE @) 


NEW YORK CHICAGO SAN FRANCISCO LOS ANGELES TORONTO 
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GF’s ‘55 Ad Budget 
Hit $62,000,000 Again, 
Higher Earnings Seen 


(Continued from Page 3) 
the same or even smaller dollar 
sales, but, I hope, with larger earn- 
ings.” 
Mr. Mortimer predicted “reason- 
ably stable prices for green coffee 
for the next few months.” 


® In the field of convenience foods, 
Mr. Mortimer said that ready-to- 
serve frozen and dry products “are 
definitely our kind of products. We 
know how to produce them, dis- 
tribute them and to build consumer 
markets for them.” 

Mr. Mortimer told GF stockhold- 
ers that the company’s recently 
established institutional products 
division “will develop broader 
markets for GF products in hotels, 
restaurants, clubs, hospitals, and 
other types of mass-feeding estab- 
lishments as well as with the 
armed forces.” 

The company also plans to 
broaden its research activities, Mr. 
Mortimer said, by undertaking 
more fundamental research into 
food values and dietary problems. 

Discussing the company’s finan- 
cial condition, he described it as 
“healthy.” He said he did not fore- 
see any need for short or long- 
term borrowing to finance inven- 
tories, as was necessary last year 
because of the high cost of green 
coffee. 

As previously reported (AA, 
June 20), GF’s net sales in fiscal 
55 were $824,837,506 an increase of 
$42,000,000 or 5.4% over fiscal ’54. 
Net earnings were $31,736,552 
against $27,913,482 in fiscal ’54. 


Macfadden Publications 
Expects Net of $200,000 

Macfadden Publications, New 
York, has advised stockholders 
that net profits for the first six 
months of 1955 will probably be 
more than $200,000—as compared 
with $25,000 for the same period 
last year. 

I. S. Manheimer, chairman, in a 
letter to stockholders, said that re- 
cent price boosts on the paper 
used by Macfadden “must reflect 
against the profits for the second 
half.” However, he added, “it is 
our hope that most of [the in- 
creases] will be absorbed by our 
increased circulation volume and 
increased advertising revenue.” 


STROH’S 


The Stroh Brewing Co. 
uses ROP color in The 
Canton (Ohio) Re- 
pository to push area 
sales of the only beer 
“Fire brewed at 
2000°”. The 25,021 
total lines used dur, 
ing 1954 represent 
sound strategy, for 
only The Reposi- 
tory reaches the 
302,000 people in 
Canton’s trading 
zone. 
67,179 evenings 


(publisher's 
statement) 


THE CANTON 
REPOSITORY 


A Brush-Moore newspaper 
represented nationally by 
Story, Brooks & Finley 


‘Outdoor Life’ Increases Rates 


Outdoor Life will increase its 
advertising rates with the issue of 
February, 1956, for the first time 
in three years. The b&w page rate 
will be $3,050, compared with the 
present rate of $2,800. 


Capitol Products to Dunay 
Capitol Products Co., Winsted, 
Conn., maker of toasters and other 
electrical housewares, has ap- 
pointed Dunay Co., New York, to 
handle its advertising. 


Hlinois Consimer 
Survey Releo:* 
by 18 Newspcpers 


SPRINGFIELD, ILL., de 26—The 
1955 “Illinois Cons: er Analysis,” 
conducted by Illin . . Daily News- 
paper Markets, h: |ust been re- 
leased. Eighteen llinois newspa- 
pers are represent«.| in this year’s 
survey, the tenth 1. ». made. 

There are 19 s«,:ate booklets 


in the study, each covering a sepa- 
rate category. Among the categories 
are gasoline, refrigerators and 
washing machines, television, soaps, 
scouring cleansers, floor wax, liq- 
uid and dry bleach, soft drinks, etc. 

Data was obtained by personal 
interviews with over 6,000 Illinois 
housewives. 


® Participating newspapers are the 
Alton Telegraph, Bloomington Pan- 
tagraph, Centralia Sentinel, 
Charleston Courier, Galesburg Reg- 
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ister-Mail, Harrisburg Daily Reg- 
ister, Jacksonville Journal-Courier, 
Kankakee Daily Journal, Mattoon 
Journal-Gazette, Moline Dispatch, 
Monmouth Review- Atlas, Pekin 
Times, Rockford Star & Register- 
Republic, Rock Island Argus, Tay- 
lorville Breeze-Courier and West 
Frankfort American. 

Information on how to get copies 
of the study may be obtained from 
Illinois Daily Newspaper Markets 
Inc., 605 E. Capitol Ave., Spring- 
field, Ill. 
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Rockwood Promotes Pizzolato 


Victor Pizzolato has been ap- 
pointed assistant to the v.p. in 
charge of marketing of Rockwood 
& Co., Brooklyn, manufacturer of 
chocolate and cocoa products. 


MclIntyre to Move Office 


O. E. McIntyre Inc., mass mail 
marketing company, Westbury, 
N. Y., will move its New York City 
offices from 2 E. 54th St. to a new 
building at 460 Park Ave. this fall. 


Named by Lennen & Newell 


Connie Ryan, formerly with Du- 
Mont Television Network, has 
joined Lennen & Newell, New 
York, to handle special contact 
assignments on the P. Lorillard Co. 
account. 


Lyle Fowler Joins Garmise 

Lyle Fowler, formerly with In- 
ternational Markets, has joined 
Bert Garmise Associates, New 
York, as copy chief. 


adage, “If you can’t | 
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A week ago the 
alcoholic beverage cont 
selling White Lightnins corn whis- 
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North Caroli: ~ Sells [KY an old trademark of Brown- 


Forman Distillers Corp., Louisville, 


| Ky. 


an aged corn whisky for some time, 
the new product is strictly unaged, 
just as moonshine is. 


~The old 
‘em, join 


mountain dew” to the 


‘ol started! and others. 


While the ABC stores have sold 


Some of the people in the Caro- 

»y North lina mountains who buy moon- 
) curtail il-| shine say they prefer “good old 
“bottled 
‘ec board of| chemicals” sold by local distillers 


The usual price for mountain 
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TELEVISION SERIES 


OE ative! 


pengie skill 


ABC FILM SYNDICATION 
10 EAST 44th STREET, N. Y., Dept. Al 


Gentlemen: |'m in a rush for an audition print and full details on 
your newest series...” SHEENA, QUEEN OF THE JUNGLE”. 
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moonshine down here is about $8 
a half gallon. Some of the mourn- 
tain people are reported to be able 
to get it for about $5, but they’re 
old timers with connections. 

ABC stores are selling legal 
White Lightning for $2.25 a pint, 
or $4.40 a quart. 

First shipments to ABC stores 
locally were limited in quantity 
but were sold out within a few 
hours. 


BBDO Names Richardson 
A. E.; Boosts Rebhann 


Thomas D. Richardson, formerly 
an account executive with Sulli- 
van, Stauffer, Colwell & Bayles, 
New York, has joined BBDO’S 
New York office as an account 
executive. 

Raymond R. Rebhann has been 
promoted to public relations man- 
ager of Batten, Barton, Durstine 
& Osborn, Hollywood. He for- 
merly was a publicity representa- 
tive in the agency’s Hollywood 
office. 


rex ine 
GREENVILLE, $f. 
~ Market 


ey 


IN FOOD SALES! 


With South Carolina's most 
populous City and Retail Trad- 
ing Zones of 494,212 people 
(ABC 9-30-53), the Greenville 
market leads all others in South 
Carolina in Food Sales. 


Here’s the Comparison: 


GREENVILLE $91,956,600. 
Columbia 81,906,090. 
Charleston 70,123,340. 


Food Sales from Sales Management 
May 10, 1955, Survey. City and Re- 
tail Trading Zones from Audit Bureau 
of Circulations latest figures. 


The Greenville Market also 
leads all others in South Caro- 
lina in Population, Incomes, Re- 
tail Sales, Autos and Trucks, 
Wages and Employment. It's 


your first market in South Caro- 
lina. 
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Pepsi Hits Spot as 


New Spectacular 
Lights Times Sq. — 


New York, July 26—Samuel 
Rosenberg of Ross Photos, an agile 
man with a camera, recorded a| 
piece of outdoor history by photo-| 
graphing various stages in the pro- 
duction of the new Pepsi-Cola 
spectacular at the Broadway-44th 
St. corner of Times Sq. 

These pictures, exclusive to Ap- 
VERTISING AGE, give a dramatic im- 
pression of the work involved in 
erecting one of the world’s largest 
electric signs. 

The sign, 225’ long, stretches for | 
a block and a quarter. It was de-| 
signed by Douglas Leigh Inc. and 
built by Artkraft-Strauss Sign 
Corp. Construction began on Nov. 
14, and the sign was illuminated 
for the first time June 14. 

Production costs are estimated 
at $250,000. Rental costs are not | 
being divulged, but Pepsi-Cola is) 
believed to be paying a minimum | 
of $12,000 per month. 


= Two huge Pepsi-Cola bottles, 
each 50’ high, flank the spectacu- 
lar. Made of porcelain and enamel, 
they rest on 16’ high pedestals. 

A 135x28’ high’ waterfall flows 


continuously between the two bot- | 
tles, capped by a 50’ high 
bottle crown in the middle of the 
sign. During the winter months, 
3,000 gallons of anti-freeze will be 
added to the waterfall. Fossilized 
animals also are added to the wa- 
terfall to give better reflection at 
night. 

When illuminated, the sign uses 
1,000,000 watts of electricity—more 
than enough to light up Ebbets 
Field for a night game. The sign 
uses more than 35,000 light bulbs. 

A three-dimensional effect is 
provided by electric cascades at 
the two corners. The words, “The 
Light Sefreshment,” light up in 
letters one-story high. 

The Pepsi-Cola spectacular re- 
places the Bond Clothing Stores 


TERRITORIAL ENTERPRYS 


CIT’, MEVADA 
Largest Weekly Paper Ip 
The Entire American West 


ARC Redted = Row Bectartam 


CROSSROADS SPECTACULAR—Douglas Leigh (bottom right), president of 
Douglas Leigh Inc.—“king of the Broadway spectaculars”—lights a which has 35,000 light bulbs—10,000 of which will be replaced annual- 


cigaret while his newest handiwork—for Pepsi-Cola—flashes in the 


background. Other pictures show 


stages in erection of the big sign, 


ly—50’ bottles and was put together with the aid of a 125-ton crane. 


sign which reigned at the dominat-!Overall Joins NBC-TV 


ing site for seven years. Pepsi- 
Cola plans to occupy the site atop 
the Bond Bldg. for at least as long 
a period. An estimated 1,500,000 
persons visit the area daily. 


‘SI’ Increases Rates 


Sports Illustrated, New York, 
will increase its circulation guar- 
antee from 525,000 to 600,000, ef- 
fective with the April 2 issue next 
year. At the same time, rates will 
be advanced from $3,415 to $3,660 


per b&w page. 


John R. Overall, previously east- 


Duet to Market 


ern sales manager of CBS Radio,, French Electric 


has joined the sales staff of NBC- 


TV, New York. He returns to Na- Razor in America 


tional Broadcasting Co. after 18 
years with Mutual Broadcasting | 
System and a year with Columbia. 


‘Western Family’ to Stebbins 


Western Family, Los Angeles, 
has appointed Hal Stebbins Inc., 
Los Angeles, to handle its adver- 
tising promotion. Hal Stebbins will 
also serve as publisher’s consultant. 


es 


CIRCULATION 91,527 


ABC Publishers Statement, 6 mos. ending Mar. 31, 1955 


CORPUS CHRISTI, TEXAS 
Represented Nationally by Texas Harte-Hanks N 
Headquarters: National City Building, Dallas 


BANK DEPOSITS — 


a ack ™ 
ee 


New York 


Corpus Christi banks 
had deposits of almost 
$145 million January | 
—a record high and a 
whopping $22 million 
gain in one year! 


The money keeps coming 
in and our people keep 
spending it, influenced 
most by the Caller-Times, 
the medium that reaches 


them all. Write for data. 


New York, July 26—An adver- 
tising and sales promotion cam- 
paign for an electric razor manu- 
factured in France has been 
launched with a 1,000-line ad by 
R. H. Macy & Co. in the World 


James McCollum Named A.M. 


A. James McCollum has been 
named advertising and publicity 
manager of Pacific Gas & Electric 
Co., San Francisco, effective Aug. 
1, to succeed Robert R. Gros, re- 
cently appointed v.p. of the com- 
pany (AA, July 25). Mr. McCol- 
lum has been manager of the 
company’s news bureau since 
1946. He is a former editor of the 
Fresno Guide and a former teacher 


Telegram & Sun. 

Hicks & Greist has been appoint- 
ed to handle advertising and sales 
promotion for the razor by Duet 
Corp., Ridgefield, Conn. Duet will 
import and handle distribution of 
the product in the U.S. 

The razor was introduced last 
week with the cooperative ad. 
Some 30 top department stores in 
major markets will receive 30- or 
45-day franchises within the next 
60 days. 


® Selective distribution will fol- 
low, with franchise distributors 
selling to selected dealers. News- 
paper ads will list dealers. 

The razor, manufactured by Ca- 
lor in Lyons, France, is sold in 
Europe under the Calor name. 
Here it will be called Duet, ad- 
justable for close or light shaves, 
and will retail at $29.95. 

Macy’s introduced it with a 
gross or two of stock. Production 
in France is expected to hit 1,000 
a week for the American market 
by fall and approximately 3,500 
by spring. The first consumer mag- 
azine ad is not scheduled before 
next spring. If production increas- 
es, a Christmas trade ad may be 
run in Esquire or The New Yorker. 


Doane Service to Gardner 
Doane Agricultural Service Inc., 
St. Louis, agricultural management, 


advisory and research company, | 


has appointed Gardner Advertising 
Co., St. Louis, to handle its adver- 
tising. 


of journalism and English at Fres- 
/no State College. 


| S. F. Port to Charles Stuart 

The Board of State Harbor Com- 
missioners has appointed Charles 
R. Stuart Advertising, San Fran- 
cisco, to handle advertising for the 
Port of San Francisco. New adver- 
tising and sales promotion pro- 
grams are being developed. 


Pharmaco Buys ABC Program 


Pharmaco, Kenilworth, N. J., 
will sponsor “Companion” three 
days a week over ABC Radio, 
starting Sept. 19. Time for the 15- 
minute daytime drama was bought 
through Doherty, Clifford, Steers 
& Shenfield. 


‘Howdy Doody’ Adds Sponsor 

Standard Brands, New York, has 
bought a 15-minute weekly seg- 
ment of “Howdy Doody” (NBC- 
TV), starting Sept. 22. Ted Bates 


|& Co. is the agency. 


| California Marketing Show Set 

The second Southern California 
Advertising, Sales and Marketing 
Show will be held Sept. 12-14 at 
'the Ambassador Hotel, Los An- 
geles. It is staged by Stromme Co., 
Los Angeles. 


Feder Appoints Waters 

Feder Fashions, New York im- 
porter, has appointed Norman D. 
Waters & Associates to handle ad- 
vertising for its knitted suits, 
dresses, coats and sweaters. 


it ee a © gS = 


ae > * as ¥ ¥ - 
aac an ¥ = : K oe é : : Sees See ate Ce polars var BESET oe wh eect 
SOTA ek OES BN RY EOE CO 
ell a , . :, , . ' . , on ie 
She oe 
or, 
x 2 Wy! a) 
: 22 Advertising Age, August 1, 1955 ty 
Ry - = - ee ° 1 . : ; i % 
3 - ’ ee ) we 3 ; R 
: ac v\ Bas | es, “ 
; ; a ‘ \ Saree of ; - ig 
~ 2s " | SO : : 4 de. ~* . ; Pa 
. ote 4 i, er re 
‘ " \ ana ae 2 8 er & ~ = 5 2) eo . ee 5 nT eid 
: . "gan ae : ‘ ' | 4 Pd me Se : 2 
; ‘ é % ; ® . ’ ‘ ie eS | \ ‘ } 4 28 CT 4 ta ee * ee ig ‘ee ai i F 
: : aie : — \ a, oa N _ ial Be aN sh RE Ram es 
; a j \\ ie * —_— : hoe a4 a aoe 
: Le _ ‘ ta ia _ , “ a ‘4 ie . a. 9a rp 
LZ » oo Te REA OL ; * ae gee ee ae ¥ Sa ‘ Pg i: a We 5 “5 . oe x 
¥ ; “i IX $} ha ; PS i Ae ¥ i : A j Pps aE Pa ee 1 
Es Le a7 (i ~ ots { cde = gt oe S See = ae hie = a aa 
‘ te a // j bs ; fe ae ee 3S Ae : b Fk By ‘re gy Ness oh Baars % 
r “th - i} ae Pe oa Fx 4 ey eS a / £ ( 2a ina  ¢ 82432: 
= ; . ii . é b fi ' he ae, ee ey } Tee : aie iN eae em 
4 : } FT. 2 g re, 4, ae a es ae fe, » ¥ ay?! ' & ve - 605s on r oY aa ) 
ih y) i: Ab eo E t ; Pee area cee mS | pe Riaallidin mem ain a al 
| hoe? fe : f a, jek 3 eae ec. BASE | Z ee ieee ee é a& Ne 
“gs tA Th 3 > F : Ve Sc x =| | es il a OTE E = 
f Swe : : 7 ae Pe a : | 3 Easy . eee = 
' f . ; : 2 mai eee . aS ie = -. 
| BK | "4 c ' Ce ol. ae ES , a LEAOX |e 
Se, Bit ) z=? if F % ie “ a ot | 3? Se % eie9 ot Se 
= ¢ Le fF sa 4 ae ee $ = | ieee . pa er 
2 gvE; Lh i be . “+ \ ee - e eee ad Q j - i a, Pe 8 eae a PS | 
* #f yy f -s . me? . s a sit , % SS , { al 2 = a te ~— a T 3 
, ‘he ll hy y oo eS aS : a Sa ens S ) 9? aoe } - ‘ 
By cd Se em = S P| a + Se 6p . = eH >. er aa 
fj Bese ee oS pie 4 a ee, ne . ~ : wom BE aan al ' ‘ 
e 8 Fan i” J ; ‘ a a S a 3 vy 
: ES eee a a. xan a eS | é :| : 
: TE eee or ea ai > . ‘3 * bike a8 =z } ae 4 a. 
4 ? i 2S cage ae “ : : ee a ie $ Bea dels SS " i 2 a 5 a... 
PM , HE eg tee * ie ap <3 a ne bai neers “3 x Bt ag ee ‘ y 
Seherk 1 Ba eee « 5 - . alee ae . ' ght 8 . ae SA A 
‘ Shc bade my san3 es ’ f ‘ a . es \ sos Bb * 5 | x p Pie La : ' 4 = 
Wraee wy og : \i*. — PT ee Weare i: ° . . - f : pee 
ON ee ae Yd rel ay } i > ee UEReene ee Rasa : P ra. Bi ao | } 
Vp tt B ernie = a x le Ties. 1 “te ¢ 1 | 
ee pe 7 oe samnns Po gia | ae ee Oe % Bis- | & j ha: 
ss be « Age } a j ee. as. om ae at Ale eo a ee SE ed ; re a | 
: vad i i mts Ses auth Ge cee i eo Bal eee = <i oe Pee aay ns : ‘ 7 eee ee 
m - SNe ee a wn. — As |§ f 
we a oe en Pee Meee fo tt , The 
; Bs Fei: 4 nr ag a. ies a ety or ee : ies. rr. ~~ y A y be en 4 ‘F y , +e 
“> it 3 @ mm 5 iia “. ee oe | wr? \\| \ 422 a a 2: it p i 3 
a= . te i ar ; » Se ; 
© eAS 4 a. = aG4, 4 8 a _" 
es awe *. * Bs ew, os oe a a. ll ; Ps 7} i > £ 
; ; >, ES = ms (a cae i ae PGS eeege eS ry, ) - 
: oe : ie, a Oy " a ; eee ae : 
: aE ; cee. F ae oo Be pei ase Bebe aS \ 
ce, ee res reer es = : a “ao » es i ce Son ad ‘ ; 
o> te ; sa d 5 us a i a Sa f Se ee a vo a a aw, ; 
“dof ths Bos) gh Mase foe le } ad ior pega Bled Meg - 
i rt ’ sah PA eee 4 = i aL shee a nee \ ’ a ora a 2 hs.) AS a * ° ” : 
om Me ives eas, —_ 006 ee ee ™ | 
—_» ee es "—“_~ - ao Ren Seat / 
: Se Pest cg) thud * he: Boe z Tha hn aan \ Seo : i a) Lt oh ‘ 
~~ ae lUCUCUS ae > fy, mN 2 Fo eg et Pape 
I , ‘Glide ? ; ee p:  -s ies “~e sae. rae ean Pte 
Nae = ‘ Wi ae j ... ieee = poets = onli 3 
Sate —— $ Bae are Sipe “a ioe af ary te, eee 
aie ; —_ if eee a bc ; i aa Ser dg : . 24 : a ame 
t spat at < mehr, Oe ate Re ah ‘ic - wee he ? eons cs ae & 4 ‘ “Pee oa i oe 
ees en 8 ‘ : ae <a \} a ‘adie da ete, } x ‘ icing or Me haat 
2. ote ee a eo: eee pagel eae Sante: See) ans ea 
OTE SH — q i es — Sas A : ee 
/ oe: = ; 2 . aa ae a. a <a, ie ae a 
Jt OWN FACTORY & vo — Ff Ve ‘| | — ' ' 
= . a 1 a .. ig 2 is : eae st) , —— a Ss es 4 ee, ee ’ 
ee: ee dl <a i 1 _ ~~ \AAiie - 2 See — Ty bethgcee oe 
f a. eR cece Uae _ AS = SF . a Be % ‘5 T hs so) ate uk ve ay ai } OF4 bell 3 x aa 
ee %e cays ; 7 Ee. * : pi " ee ae ee } ”A | PLUM OE Cn i 
f es . oe >. 2 > s ’ ee Bi 5 se \ aes Sige ne o/h ae ~ ‘ (4 erat ’ ae a 
hy AN Me ; iy ® >. :\\\e tt °F Eo - xc Sa7 
rg ; e o> dil i, at a os = ; i. voy i Reet allies GS. ! wamsieiei i ee . we Sot. 
% 3 i ¥ f eis z erent ; a 5 a Moni Ba ase We re i oles aa pits Lies uel ——-e a { ao . oe 
: en . ‘ ee q eee i oa me aoa TORUGEX -« Rite <7 
: : <_ eR eda aero yO . Te Piet Bi . (om -, eas ce oe a ae 
yis | | es eel — oo ee TT ae np A 
: -. 3 “2 . eee. \\ 5 a a ae oa ra a tia { 
; wi ae iad a , ‘5 R08 : ; 
— ' 
mouse ¢ : 
ce seen eee eee 
| 
ee i | 
| 4 
| deliiticiliibciiaitamesning |  teenaee 
ee — ee 
" 
| ee 
LL ——_CCC 
| 
e . . . | 
. E nis a ba J 
a , RY ie ER A PR 8 
5 nee 4 ets | be Sao tad 
< ~ ‘ore te meee 8 
. Se ah | Fe oem fs ‘eee at 
= : lee EW PEAK ff 
ee - a eg 
aa seam ot SS t iP eros a ‘ 
P 4 e " a Gs 4 nor mee) Pe . 
aay eG pes — ‘ ‘ : ¥ be or me ; | Ree “5 = t : 
ea sSeke mee ae. - Bolg I he, % “j bo . = : ea 
ee age . ) 
et ot Pin, ars = i Bee : 
# .< 4 § % Mee é i : 
3 = ; — esi Ea 
; — gyi ee 
$ | 
el > oe i . 
4 | | 
ee | | 
- 
P ee 
* Corpus fe om | . 
, i a 4 
} q 
ee | 
a | 
Chicago Atlanta P| 
= |i 
| " 
' q | 
oo < ‘ > : as 
oF . 3Piy a+ ’ (i7 2 ited st as - ~° £Y i, =f z te r « 7 ” hi . . a gu3 aa : ot ie * jie — £ "4 - Rs he i a 2. oe 4 5 - q . “ fe ee a 
gle ery Se Spa pew ait 0 Soecaee Rar caiman tae ewe oe ae aoa tel gS oe pcre co rc on, hitman aig keine gee. Lean te eke hel cau ero keep Sel Reid eS oe PRS Sits Oe 
Pes eR ert Ses! Bo ees at a hig ken oF Ce eae oe AR Gt tihe 2o Ua NE A eigen ete att Roy She tld We Go iran Sie ea oe wot Se ee Re on a te iw pe ae ae We Ise Ba TS Epo wh © bY sae ag eae tegen See ae hae oe aa 
Sitthet ah Ce be ae ae SR Or ade hey sn. Oey EE Bre LWe Ae No aes DO OM ree ingptede cae 2D AE Dh Sa Cee, aad te ak RM MOND EARN Bet ged at Capa Bert ti Sek LR Ea ie TRE, ge ere Teens Se MC el Bal hens 
ea br bd Pi a aeaetee ete + ih gh oe gree, ¥ ey ‘ as ag a eta oh wo A he ae oe oo er BEE My ES aS pA te ety ays ye = F 3. — ge ae > oa ereey Ks ies mes SF Sa 3 es, tae, eae “y, aes ee nat Says oe he es on Syst are 
«ae spat ties ie Ne ry ". or etii: oe kgf oe ot gy at ee pt oe ee i eo NR ee ee ee ee NS ke a eo Ae Se ee ae Pe OE oe PR AR Tt ig ops ge Pg ck eet, fee ek ee ge Ba AE ge cnt) ge 5 ae Pi ee Sth Rae a eG ey Ot Pier: ee a Ring 


Maar FN Sara a =v Bt aries 
7 Fy te mede 


POR ia 


er eA 


2. 


For the first 


six months of 1955 


The New York Times ' 


Magazine 


ranked third 


in advertising linage 
among all national 


‘ consumer magazines 


That’s right. Advertisers placed more advertising linage in The influential families in the key markets straight across the nation. 
| New York Times Magazine during the first six months of this These are the families that set the trends... the families that in- 
| year than in any other consumer magazine except LIFE and THE fluence other families to buy your product. 

| SATURDAY EVENING POST. 


q 
: ' . Smart advertisers know that The New York Times Magazine does ‘as iy New York Times 


a dual job... it covers the most important segment of the most 3 Mayazine ia 
important market in America— New York. And it reaches the most 


Delivered every week exclusively 
with The New York Times, 
America’s Biggest Sunday 
Advertising Medium, 

into more than 1,200,000 homes 
and stores all over the country. 
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IT TAKES 146 MOTOR FREIGHT LINES 


to move merchandise 
“IN” and “OUT” of Peoria... 


« 


Ets 


_ > . 


Bit. When it Comes to COVERAGE 
ONE does it in PEORIA 


The Peoria Journal Star effectively penetrates the rich 
13-county PEORIArea . . . Metro. Peoria daily circula- 


tion ratio-to-homes . . . 98.3%,. 


Daily net paid 100,000 plus 


Represented Nationally by WARD.GRIFFITH CO , Inc. 


E 9 R IA J 0 U R NAL & TA R | ssieene seiiadaaes tia | 6 ily heat in Los Lien fellow 
\MEMBER/ 


CIC AGO 


workers of Betty Clements, assistant director of research, McCann- 
Erickson, Los Angeles, broke away from the tradition of sending 
flowers or candy to hospital convalescents. Instead they sent up a 
sucee . refrigerated dispenser of lemonade. The agency has the account of 
California Lemon Products Advisory Board. 


“What have you done for me.............. lately?” 


That’s a line we never hear at KEYSTONE BROAD- 
CASTING SYSTEM. Our 850 affiliate stations—850 
—are so all-fired energetic, ambitious, merchan- 
dising-minded that they deliver the world’s 
biggest plus to advertisers whose messages are 
aired on their stations. 

They write letters to dealers — they make 
calls on dealers—they set up displays in dealer 
stores — and the dealers do a bang-up job on 
the advertised product. No... KBS advertisers 
are more apt to write us gratefully saying... 
“the most astonishing results we’ve ever seen!” 


See for yourself! 


CHICAGO LOS ANGELES 
111 W. Washington St. STote 2.6303 3142 Wilshire Blvd . DUnkirk 3.2910 


NEW YoRK SAN FRANCISCO 
580 Fifth Avenve, Plozo 7.1460 57 Post Streety SUner 1.7440 


*MOREFOR YOUR + ONE ORDER DOES 
DOLLAR. No premium 9 THE JOB. Al! book. 
cost for individvolized keeping and details ore 
programming. Network done by KEYSTONE, yer 
coverage for less thon =the best time and ploce 
" ere chosen for you 


Of the 1700 cities and towns with one or 
more radio stations more than 50% are 
Keystone affiliates. THAT’s coverage, folks! 
Coverage at a cost that will surprise you. Espe- 
cially interesting to those of you who are not 
getting merchandisable coverage from TV in 
these areas. Why not hand us a marketing 
problem? We'll gladly build you a special “net- 
work” to cover this market—we'll tell you what 
you'll get in market coverage and what it will 
cost — and THOSE GREAT BIG MERCHANDISING 
pLuses! Brother !! 


Send for our new station list! 


Tee worce OF HMOMETOWH AND RURAL AMERICA 


Ruppert Launches 
Sweepstakes-Type 


Beer Promotion 


New York, July 26—Jacob Rup- 
pert, brewer of Knickerbocker 
beer, will launch tonight on the 
Steve Allen show on WRCA-TYV, a 
new promotion, scheduled to run 
through Sept. 17. In it the brewery 
will offer 2,761 prizes, which it 
says are worth $50,000, for which 
entrants need do nothing but sign 
their names and addresses to qual- 
ify. . 

The promotion will be backed 
by page ads weekly in 35 newspa- 
pers in metropolitan New York 
and Connecticut, to break Aug. 1. 

In addition, 250 to 300 radio spots 
a week will be aired in those areas, 
and three-sheet posters will be 
used in Greater New York and 


ce EE 


metropolitan Long Island. 

| Biow-Beirn-Toigo is the agency. 
| Ruppert does not consider the 
|promotion, for which an _ initial 
‘order of 13,000,000 entry blanks 
‘has been placed, in the nature of a 
contest, because entrants need not q 
solve puzzles, write jingles, com- 
pose slogans, or do anything of that 
nature to win a prize. 


s J.J. Taylor Jr., v.p. and director 
of advertising, emphasizes that the 
only requirement for anyone en- 
tering the Knickerbocker giveaway 
is to be over 21, a resident of New 
York or Connecticut, and able to 
write his or her name and address 
on an entry blank.” 

The blanks will be available 
without charge or obligation of any 
kind at 6,000 taverns and 25,000 
grocery and package stores in New 
York, Long Island and Connecticut. 
Participants may fill out as many 
blanks as desired and deposit them 
in special ballot boxes in the tav- 4 
erns and stores. But only one prize A 
can be awarded to each entrant in 
the promotion. 

Prizes include ten Dodge Coronet 
Six two-door sedans; 21 Strom- 
berg-Carlson Cremona Consolette 
tv sets; ten $100 gift certificates 
for Bond clothes; 250 Casco dry 
and steam irons; 225 Carvel Hall 
steak knife sets; 25 Monitor wash- 
ing machines; 20 sets of Armstrong 
Miracle tires; 1,000 cartons of Phil- 
ip Morris cigarets; 200 gift certifi- 
cates for Hudson paper products; 
1,000 12-tube cartons of Old Lon- 
don Cheesewich wafers. 


s Airplane streamers will be used 
to keep consumers interested in 
the promotion. Planes will fly over 
heavily-populated beach and resort : 
areas every Sunday during the : 
promotion. A variety of point of 
sale material will be used in tav- 
erns, supermarkets and grocery 
stores to intensify the promotion at 
the retail level. 
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ANSWER TO AUTOMATION 


Automation is the gleam in many a businessman’s eye. 
And automation holds the promise of two things: 
1. The greatest production of goods we have ever 
seen... at the lowest cost. 
2. As great a problem as business has ever faced 
... how can we sell all we can make. 
For its answer to automation, advertising offers the crea- 
tive human brain. From its lumps and creases will come 
the fresh, clear, convincing selling ideas that will help 


American business move all the goods automation can 
turn out—and have people asking for more. 

The creative mind doesn’t fear automation ... it wel- 
comes it as a challenging opportunity. 

And there isn’t a single doubt in our minds that it can 
meet the challenge. 


YOUNG & RUBICAM, INC. 


Advertising + New York Chicago Detroit San Francisco 
Los Angeles Hollywood Montreal Toronto Mexico City London 
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Mason to Bozell & Jacobs 
Herb Mason has joined Bozell & 

Jacobs, Minneapolis, as executive 

art director and production man- 


lager. Recently a graphic design 
|eonsultant in California, Mr. Ma- 
son is a former partner in Mason- 
Steel, Minneapolis agency. 


“The entire recording industry is grateful to you,” 
wires Irving B. Green, president of Mercury Records, “for 
supplying the multitude of record fans with vital news.” 
A big part of the news to RECORD WHIRL’s half a mil- 
lion enthusiastic new readers is what to buy! Try your 
product on America’s free-spending music lovers! 


Write today For Facts and Rate Cardi 


cA ie 
RECORD 24:2 own stat 


| 2001 Calumet Ave., Chicago 16, Ill. 
Everything in the World about the World of Recordings 


a maher Down Beat — Up Beat — Country and Western Jamboree — Record 

4 g oF Whirl — Music — Beverages — Bebidas — La Farmacia Moderna — 
4 publication | nadie y Articules Electricos — Elaboraciones y Envases — La Tienda — 
Publishing since 1934 | Radio y Articulos Electrices Catalog File — Bebidas Annual Directory 


Karagheusian Bases 
Fall Carpet Drives 
on Three ‘Life’ Ads 


NEw York, July 26—A. & M. 
Karagheusian Inc. will launch 
three major selling plans this fall. 
Each promotion wil] be complete 
in itself, the carpet manufacturer 


|Said, and will include national ad- 


vertising, with display and mer- 
chandising aids for the company’s 
certified dealers. 

The first promotion will be 
built around a new Gulistan car- 
pet, Seascape, which will be fea- 
tured in a full-color page in Life 
Sept. 12. A complete display, pro- 
motion and advertising package 
has been created around this ad. 

Promotion of the entire Gulistan 
line will be based on a color 
spread in the Oct. 3 issue of Life. 
The ad, which the company calls 
a complete guide to carpet buying, 
also will be used as the basis for 
a comprehensive dealer promotion 
package. 


The Gulistan carpet’s pedigree, | 
will be featured in a third ad in| 
Life Nov. 7. A separate advertising, 
display and selling package will be 
built around this ad for dealer use. 


= In addition, Karagheusian, to 
promote its commercial carpets, 
will use ads in 12 publications: 
Boxoffice, Casket & Sunnyside, 
Chicago Market News, Floor Cov- 
ering Profits, Floor Covering 
Weekly, Hotel Management, In- 
teriors, Motion Picture Herald, 
National Furniture Review, Re- 
tailing Daily, Texas Hotel Review, 
and The New Yorker. 

Fuller & Smith & Ross is the 
agency. 


Mann, Katanick Form Agency 
Robert Mann and Sol Katanick 
have formed Robert Mann & As- 
sociates, advertising agency at 727 
N. La Brea Ave., Hollywood. Mr. 
Mann formerly was director of ad- 
vertising, publicity and promotion 
of McDaniels super markets. Mr. 


| Katanick was merchandiser for H. 
Frankel Co., Detroit variety house. 


lookin’ fer kivverage 


Davy Crockett’s big business in the Prosperous Piedmont section 
of North Carolina and Virginia. Include WFMY-TV in your schedule 


look to w 


and your product will be big business here, too. 


With nearly six years TV selling experience—plus CBS (basic) 
network programming—WFMY-TV “puts over” your sales story fast 


to some 2 million people in the Prosperous Piedmont. 


Telecasting with full 100,000 watts power to this 46 county indus- 
trial area of the South, WF MY-TV completely covers this entire $2.3 


billion market. 


To get Crockett-like sales in the Prosperous Piedmont, call your 


H-R-P man today. 


Now In Our 
Sixth Year 


GREENSBORO, N. C. 


Harrington, Righter & Parsons, Inc. 


New York — Chicago — San Francisco 


fmy-tv! 


Represented by 
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Advertising Age, August 1, 1955 


Bell & Howell Will 
Invade Hi-Fi Field 
with ‘Plush’ Line 


Cuicaco, July 26—Bell & Howell 
Co. here, a leader in the camera 
business, is selecting dealers for its 
new line of high-priced high-fidel- 
ity equipment. 

The company purchased Three 
Dimensional Co. here in January, 
1954, and has been preparing to 
manufacture hi-fi sets for the past 
year. 

Charles H. Percy, president of 
the company, announced last week 
that distribution will be completed 
by September and advertising of 
the new line will be formulated at 
that time. 

The new line consists of six basic 
models, ranging in price from $595 
to $1,800. In the line are a phono- 
graph only, three phonograph-ra- 
dio combinations and two phono- 
graph-radio-tape recorder combi- 
nations. 

The largest set is 6’ long, 35” 
high and 19” deep. All the cabinets 
were designed by Paul McCobb, 
well-known furniture designer. 


® The new equipment will be sold 
only through selected music and 
department stores. It will not be 
available to radio or appliance out- 
lets, a company spokesman said. 

Mr. Percy explained that the 
line is intended for the middle and 
upper income groups where, he 
said, there is a substantial demand 
for quality equipment. He predicted 
that the higher-priced units will 
outsell the medium-priced sets. 

The company is in the same posi- 
tion now, Mr. Percy said, as it was 
in 1922 when it decided to produce 
movie cameras for amateurs. Bell 
& Howell was advised then that the 
cameras and projectors, selling for 
about $300 apiece, wouldn’t move. 

Within the first few months of 
production, Mr. Percy said, there 
was a backlog of orders extending 
several years. 

The advertising budget, including 
an allocation for hi-fi, is being set 
up now, a company spokesman 
said. At this time, however, there 
are no definite plans either for 
budget or media. 

All that can be said now, he told 
AA, is that there will be a family 
resemblance to camera advertising, 
but the media and format will be 
planned to suit the line, the select 
distribution and the select market. 

McCann-Erickson, Chicago, is 
the agency. 


McCann-Erickson, Biow-Beirn 
Plan Expansion Moves 

Cramped for space at its Rocke- 
feller Center offices, McCann- 
Erickson has leased 10 floors of 
the 30-story building now being 
constructed at 485 Lexington Ave. 
The new building is expected to be 
ready for occupancy next spring. 
McCann will continue to maintain 
its Rockefeller center office. 

In another expansion move, 
Biow-Beirn-Toigo has leased half 
a floor of office space in the re- 
cently modernized 115-story build- 
ing at 125 W. 41st St. B-B-T has 
headquarters in the Crowell-Col- 
lier building at 640 Fifth ave. 


Dailey to ‘Building Products’ 
Alice Dailey has joined Hudson 
Publishing Co., Hudson, O., as 
circulation manager of Building 
Products. She formerly was with 
Penton Publishing Co. as a mem- 
ber of the circulation staff of Steel. 


Hackett Heads Official Board 


; 
tome \.. © senor 


Harold L. Hackett, president of 
Official Films, New York, since 
/1953, has been named chairman of 
‘the board. He also continues as 
president. 
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... as the Columbia, S.C. State joins 
our family of distributing newspapers 


South Carolina’s wealthiest 
market, hub of its booming textile industry... an 
COLUMBIA STATE — its biggest, most influentia 
newspaper. Published in one of the most modern, best 
quipped plants in the country, THE STATE has kept 
pace with Southern progress and has made itself the 
most effective news circulating organ in a rich and 
- growing market. On October 2, 1955 —THE STATE 
becomes The American Weekly’s 30th distributing 
member-—raising our total circulation above 10 million 
Together THE COLUMBIA STATE and the AMERICAN | 
_ WEEKLY are moving rapidly up...in circulation... 


\ YA Se se oe os UP in advertising linage! 
23 ete ett. A x +23.1% for the first 6 months of ’55 


The American Weekly shows a larger percent- 
age of gain in advertising than either of the other 
leading National Sunday Magazines, according 
to Media Records. 


rg 


AMERICAN 


THE AMERICAN WEEKLY, 63 VESEY STREET, NEW YORK 7, N. Y. * ATLANTA * BOSTON * CHICAGO * CLEVELAND * DETROIT * LOS ANGELES * SAN FRANCISCO 


ALBANY TIMES-UNION * BALTIMORE AMERICAN * BOSTON ADVERTISER * BUFFALO COURIER-EXPRESS * CHICAGO AMERICAN * CINCINNATI ENQUIRER © CLEVELAND PLAIN DEALER + COLUMBIA. S.C.STATE 
CORPUS CHRISTI CALLER TIMES * DALLAS TIMES HERALD * DETROIT TIMES * HOUSTON CHRONICLE * HUNTINGTON. W. VA. HERALD-ADVERTISER * KNOXVILLE JOURNAL * LOS ANGELES EXAMINER * MIAMI HERALD 
MILWAUKEE SENTINEL * NEW ORLEANS ITEM © NEW YORK JOURNAL-AMERICAN © PHILADELPHIA BULLETIN * PITTSBURGH SUN-TELEGRAPH ¢* PORTLAND OREGONIAN * ST. LOUIS GLOBE-DEMOCRAT 
ST. PAUL PIONEER PRESS © SAN ANTONIO LIGHT * SAN FRANCISCO EXAMINER © SEATTLE POST-INTELLIGENCER * SYRACUSE HERALD-AMERICAN + WASHINGTON POST & TIMES-HERALD + WICHITA BEACON 
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EXCITEMENT FILLS THE AIR-—the same kind of excite- 
ment that NBC brought to nighttime TV with its trail-blazing 


studios on the West Coast to prepare an hour of truly spec- | 
tacular theatre, every weekday throughout the year. 


Color Spectaculars. 

Now NBC is going to town on daytime television. Beginning 
October 3rd, a new daily hour-long series, MATINEE, will 
make a dazzling daytime theatre out of the American home. 

MATINEE is a program of such sweep and breadth that it 
will give daytime TV a whole new importance for both view- 
ers and advertisers. Every weekday afternoon from 3:00 
to 4:00, viewers will see a live full-hour nighttime-quality 
dramatic show in both RCA compatible color and black-and- 
white. 260 different live dramas a year will range through 
the whole spectrum of comedy and serious plays, adaptations 
of classics, repeats of outstanding plays successfully done 
on major nighttime series. Five different production units, 
under the supervision of Executive Producer Albert Mc- 
Cleery, will be working full-time at NBC’s vast new color 


There’s new daytime excitement all the way down the line 
on NBC Television. From 10:00 a.m. to noon beginning 
August 22, homemakers will enjoy a solid 2-hour block of 
service programming. HOME will be extended 15 minutes 
to include a new feature, “People at Home,” in which Arlene 
Francis interviews or tells the story of interesting people. 
DING DONG SCHOOL’s Dr. Frances Horwich is now being seen 
in an additional quarter-hour segment, 10:30-10:45 a.m., in 
which she talks informally and informatively with mothers 
about “You and Your Child”. 

WAY OF THE WORLD has already moved to the 4:00-4:15 p.m. 
position to add greater audience strength to the afternoon 
lineup. This fall, PINKY LEE, 5:00-5:30 p.m., will switch to a 
new circus format, with live animal acts, trapeze artists and 
acrobats—all designed to increase his strong hold on the 
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youngsters. And HOWDY DOODY, 5:30-6:00 p.m., will intro- 
duce a host of new audience-winning features, presented for 
the first time in color as well as black-and-white. 


Advertisers are already responding to the atmosphere of 
daytime excitement on NBC. Procter & Gamble has bought 


ten quarter-hour periods a week for 52 weeks. Dromedary, 
The Mennen Co., Standard Brands, R. J. Reynolds, Sawyer’s 
Inc., R. T. French Co., and United States Time Corp. have also 
recently made important new buys on NBC daytime. Fore- 


sighted advertisers are signing up now for NBC’s spectacular 


new daytime look. How about you? 


Exciting things are happening on 
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$64,000 Question’ 
TV Show Hits Sales 
Jackpot for Revlon 


New York, July 26—Revlon 
Products Corp. has hit the sales 
jackpot with its big jackpot tele- 
vision program, “$64,000 Ques- 
tion.” 

The much-publicized quiz show, 
only seven weeks old and already 
No. 1 in the Trendex ratings, has 
been doing a phenomenal sales job 
for its sponsor. 

Norman B. Norman, exec. v.p. 
of Norman, Craig & Kummel, Rev- 
lon’s agency, told AA that the cos- 
metic. company has been flooded 
with orders. 


s “We have never seen anything 
give such a great impact on sales 
in the history of Revlon,” said Mr. 
Norman. 

He reported that some Revlon 
products featured on the program 
have experienced sales increases 
ranging from 300% to 500%. He 
said Revlon’s Pink Shade lipstick 
“sold out in 10 days.” 

Mr. Norman added that a week 
ago yesterday Revlon received the 
largest number of orders it has 
ever gotten on a single day. 

Latest reports from the Nielsen 
Drug Index confirm that Revlon 
sales “are ’way up,” Mr. Norman 
said. He pointed out that the sales 
bonanza is even more remarkable, 
“when you remember that before 
the program started Revlon was 
already selling more lipstick than 
any other company.” 

Trade sources say that the pro- 
gram has been of particular help 
to Revlon in secondary and small- 
size markets. 


Knight Newspapers Inc. 
Adds Seven Directors 


The board of directors of Knight 
Newspapers Inc., Akron, has been 
expanded by the election of seven 
new directors. 

The new directors are Ben Maid- 
enburg, executive editor of the 
Akron Beacon Journal; Basil L. 
Walters, executive editor of Knight 
Newspapers; Lee Hills, executive 
editor of the Detroit Free Press and 
the Miami Herald; John Watters, 
assistant general manager of the 
Miami Herald; Arthur J. Gucker, 
business manager of the Miami 
Herald; Arthur Hall, general man- 
ager of the Chicago Daily News, 
and Henry Weidler, business man- 
ager of the Detroit Free Press. 


Y&R Appoints Ellitt A. E. 

Joseph C. Elliff Jr., brand adver- 
tising manager for Viv and Soft 
Touch lipstick for Toni Co., Chi- 
cago, has been named an account 
executive in the New York office 
of Young & Rubicam. 


Troy Sells WTRY for $500,000 
Troy Broadcasting Co. has sold 
WTRY, Troy, N. Y., to Robert T. 
Engles and C. George Taylor, Prov- 
idence, and Kenneth M. Cooper, 
Worcester, for $500,000. 


Buy All 4 


If you're putting mon- 
ey in Florida, adda 


mitefor Mighty Orlando. 

We dominate an area 
of 400,000 people spend- 
ing 500 million $ yrly. 

We print our own local 
Sun mag., outselling Mi- 
ami, Tampa, Jax maga- 
zines put together 3 
for l. 


Orlando Sentinel-Star 


MARTIN ANDERSEN 
Owner. Ad-Writer & Galley Boy 
Orlando, Floride 
Rep. Burke, Kuipers & Mahoney 


Nat. 


Selig Expands Advertising 

Selig Mfg. Co., Leominster, 
Mass., furniture manufacturer, has 
changed and expanded its ad pro- 
gram. The fall schedule calls for 
b&w ads in House Beautiful, House 
& Garden, Living for Young 
Homemakers and the New York 
Times Magazine. The new ads will 
concentrate on particular pieces, 
instead of listing dealers. Harold 
J. Siesel Co., New York, is the 
Selig agency. 


| Florida Law Stops Dealer's 


Offer of Free GM Share 

Because the Florida Securities 
Commission advised Fincher Olds- 
mobile, one of three Miami Olds 
dealers, that there is a state statute 
against giving stock or securities 
aS a premium, Fincher has with- 
drawn its offer of a free share of 
General Motors stock to each buy- 
er of a new car. 

A Fincher spokesman said all 
buyers who received a share of 


withdrawn will be able to keep the 
stock. The spokesman said that 
during the three weeks the offer 
was in force, Fincher sold 200 cars. 


McWilliams Named A. E. 


W. P. McWilliams has been ap- 
pointed to the account executive 
board of Grant, Schwenck & Baker, 
Chicago. He formerly was an ac- 
count executive with O’Neil, Lar- 
‘son & McMahon. 


|the stock before the offer was Humphrey, 


| 


Advertising Age, August 1, 1955 


Alley Boosts Grey 

H. B. Humphrey, Alley & Rich- 
ards, Boston, has appointed E. 
Gerald Grey director of marketing 
and media. He joined the agency 
in 1949. 


Aldenhoevel Joins Burnett 

Lawrence Aldenhoevel, formerly 
advertising manager of food prod- 
ucts for Armour & Co., has joined 
Leo Burnett Co., Chicago, as an 
account executive. 


results when you advertise to business in 


Tue State oF INDIANA gets action when it advertises 
to attract new industries. Recently Indiana’s advertising 
agency, Mark Gross and Associates, tallied results from 
a major plant site promotion in eight magazines. The 
result—Nation’s Business produced the greatest number 


of high quality inquiries. 


Similar success is reported by many other industrial 
site advertisers. Leading states also using Nation’s Busi- 
ness include Colorado, Georgia, Iowa, Massachusetts, 
Missouri, North Carolina and Tennessee . . . in addition 
to railroads, cities and regional industrial development 


organizations . . . a total of twenty-five advertisers. 
Nation’s Business industrial site advertisers sell ad- 
vantages of their regions to executives with authority 
to make plant site decisions. Over 500,000 presidents, 
board chairmen, owners and partners who read Nation’s 


Business regularly are among its total subscriber 


audience of 750,000 men in business and industry. 

As leading firms selling to businessmen have dis- 
covered . . . as industrial site advertisers know from 
happy experience . . . “action-in-business results when 
you advertise to business in Nation’s Business.’ 
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( Advertising Age, August 1, 1955 31 
gs as on Nomen Robert Fisk | Stores Averaged 15% Sales Increase paign consisted of 43 consecutive, William J. Cheyney, exec. v.p. of 
. ert M. Fisk, formerly assist- z Pages in the April 16-issue of The the National Foundation of Con- : 
ant manager of the film exchange During Hardware Week, N. RHA Repor ts Saturday Evening Post. ‘sumer Credit, urged retailers to 


of NBC, has been named film su-| 


extend it. 
pervisor of ABC Film Syndication, ee ee eee 


BuFFALo, July 26—The expand- creased on the averoce of 15%\_ Mr 


: : ; . 4 P | Hill report th 4, that if a “real majority of the hard- 
New York. ing campaigns of the National Re- | during the April, 1955, Hardware stores have Pa yt AP ee ware trade should ae its doors 

tail Hardware Assn. are paying off Week. Stores reported gains rang- Budget Plan introduced by the as- ‘to credit customers ... the manu- 
Salt Co. to BBDO with bigger and bigger sales in-|ing from a very smail amount to sociation less than a year ago. ‘facturer who advertises nationally 


International Salt Co., Scranton,| creases for member stores, A. B.| 323% | The marketi te ditatnin’ i 
} ; , »| Se ; , 70+ eting analysis division Should accept a worth while share 
Pa., has switched its account from, | Hill, NRHA president, told the or-| Hardware Week was backed up of NRHA, which rete the, in sound programs of credit pro- 
Scheideler, Beck & Werner to Bat-| ganization’s 56th annual conven-|by intensive magazine, tv and di-| plan, estimates that it can draw an| Motion.” 


ten, Barton, Durstine & Osborn, | tion. rect mail advertising (AA, April additional “I have little interest in the 
New York. Sales in 23,000 retail stores in-|18). The major part of the eg pore oe ee dollar-down-and-so-much-a-week 
’ type of advertising,” he said. “But 
I am interested in advertising that 
will cause families that now shun 
credit buying to reappraise the sit- 
uation,” he added. 


® David L. Rand, v.p. of Grey Ad- 

vertising Agency, New York, which 

handles NRHA, pointed out that, } 
while the hardware industry 
reached an alltime high of $6 bil- 
lion this year, the 23,000 NRHA 
stores have dropped 12.2% in sales 
since 1950. 

He also pointed out that the 
housewife makes only nine trips 
per year to the hardware store, 
compared to three trips a week to 
the supermarket. 

Store traffic, he said, can be in- 
creased by strong backing of 
NRHA promotions, plus more cred- 

it. 
Leading companies Harry H. Meyer, retailer of 
advertising in Shawano, Wis., and former v.p., 
Nation’s Business was elected president of NRHA. 
July, 1955 And the association took on an in- 

ternational flavor this week as the 
Canadian Retail Hardware Assn. 
joined its ranks. 


ADDRESSOGRAPH-MULTIGRAPH CORP. 
AMERICAN CREDIT INDEMNITY CO. 


AMERICAN TELEPHONE & TELEGRAPH CO. Brown & Williamson Buys 


ASSOCIATION OF AMERICAN RAILROADS Heavy NBC Radio Schedule 

BAY WEST PAPER (0. Brown & Williamson Tobacco 
CAST IRON PIPE RESEARCH ASSOC. Co., Louisville, will give Kool and 
CHEVROLET MOTOR CO. Viceroy cigarets a big push via 
EASTMAN KODAK CO. NBC Radio. The company has 
EXECUTONE, INC. bought six five-minute nighttime 


newscasts weekly. Newscasters will 
FAIRBANKS, MORSE & (CO. i 
WAROWARE MUTUALS gs Banghart and Bob Wil- 


HERTZ SYSTEM, INC. In addition, Brown & Williamson 
HOME INSURANCE CO. is now a participating sponsor of 
INTERNATIONAL BUSINESS MACHINES CORP, the “Fibber McGee & Molly” series. 
LIBBY-OWENS-FORD GLASS CO. Ted Bates & Co. services the ac- 
GEORGE S. MAY CO. count. 
enmpocgepi i orig Aurex to Burlingame-Grossman 
, Aurex Corp., Chicago manufac- 
PHOENIX INSURANCE CO. , , 
turer of hearing aids, has ap- 
PITTSBURGH REFLECTOR CO. pointed Burlingame-Grossman Ad- 
PORTLAND CEMENT ASSOCIATION vertising, Chicago, to handle its 
PULLMAN CO. advertising. Trade and consumer 
RAILWAY EXPRESS AGENCY publications, newspapers and di- 
REMINGTON RAND, INC. rect mail will be used. The com- 
REZNOR MANUFACTURING CO. pany has not used national adver- 
SHAW-BARTON, INC. tising for some time. 


TEXAS CO. 

TROPICAL PAINT CO. 

UNION CARBIDE & CARBON CORP. 
WAGNER ELECTRIC CORP. 
WESTERN UNION TELEGRAPH CO. 
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Nation’s Busin 


750,000 PAID CIRCULATION 


See 


Nations B 


SECOND HALF LOOKS GOOD 


Connecticut 


S Meriden-Wallingford 
USIFIESS: 


Population Now 


71,400 


Gain of over 


27.2% 


Washington 6,D.C. he te i Fe 44 Over 1950 U.S. Census 


More People to 
Buy More Goods 


TheMeridenRecord-Journal 
Meriden-Wallingford, Conn. 


National Representatives 
GILMAN, NICOLL & RUTHMAN 


! * Conn. State Labor Dept. 
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when it’s 


January im June or why 


Sounds like a damfool remark. But our new central unit 
air conditioner and humidity control allow brilliant color proofs 


our WET proofs are always DRY! 


to roll off our four color proof presses during the most humid days. 


To you production men this means meeting last minute schedules on those 
speedy color jobs that break in the summer. (In the past an 
engraver had high humidity as a legitimate excuse to be late.) 


Now instead of smudgy and inky proofs, you will be assured that 
each day of the year you will receive sheets that will be 
sharp, bright, colorful and dry from 


photoengravers 


4043 N. Ravenswood Ave., Chicago 13, Illinois 
Phone EAstgate 7-9220 


Skilled operators of the imported Klimsch Process camera— makes the best negatives in the world. 


Hutchings & Melwille, Inc. 


Speeds Making of 
Bagasse Newsprint 


lectively by Clarence Birdseye, 


Grace & Co. 


process are said to be: 1. It re- 
duces present pulping methods 
from several hours to five or ten 
minutes, by transforming bagasse 
directly into pulp as it leaves the 
sugar mill; 2. It makes for low 
operating costs, and 3. It will pro- 
duce high strength pulps for both 
paper and paper board. 

Work on the process was ini- 


A whole classroom full rf expectant fathers 
watch carefully and then learn by practice in a 
special course given by the Worcester Society for 
District Nursing. 

Food manufacturers watching consumer 


Circulation: Daily 156,818; Sunday 104,429. 


WORCESTER WORCESTER, MASSACHUSETTS 
TELEGRAM George F. Booth, Publisher 
-GALEVIE MOLONEY, REGAN & SCHMITT, Inc. 


Notional Representatives 
OWNERS OF RADIO STATION WTAG AND WITAG-FM 
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When in Doubt, Watch the Other Fellow 


market trends soon learn, much to the benefit of 
their sales, that the Worcester grocery market 
continues to grow. The half million people in the 
Worcester Market, now 32nd in the nation, spend 
more than $168, 000, 000 in food stores. 


— =. 


New Pulping Method 


New York, July 26—A new con- | 
tinuous quick-pulping process for | 
the conversion of bagasse into a| | 
high grade pulp has been developed | 
by Process Evaluation & Develop- | 
ment Corp., which is owned col-'/ 


Outstanding features of the new | 


John W. Bolton & Sons, and W. R. | @ 


A. T. GOULDING has been appointed 
director of marketing of McCarty 
Co., New York. He has been with 
Fuller & Smith & Ross, Cleveland, 
for the past 23 years, the last 15 as 
v.p. 


tiated by Clarence Birdseye, orig- 
inator of quick-freezing and other 
food processing methods. Pilot test- 
ing was done at Lawrence, Mass., 
by Mr. Birdseye and Harold D. 
Stuck, v.p. of John W. Bolton & 
Sons, manufacturer of pulp and 
paper machinery. 


® The process was given full scale 
testing at W. R. Grace & Co.’s 
sugar plantation in Paramonga, 
Peru. The process has proved so 
successful that the Grace Co., 
which has been making newsprint 
from bagasse in Peru for the past 
15 years, plans to change over en- 
tirely to the new method and go 
into production of about 100 tons 
a day by the end of 1956. 


Direct Mail Meeting 
Plans Strategy to 
Beat ‘Junk Mail’ Slur 


Cuicaco, July 27—The Direct 
Mail Advertising Assn. meeting to 
be held here Sept. 12-14 will make 
‘an effort to shoo away the bogey 
jot the term “junk mail,” wished on 
the industry recently in the con- 
troversy over patron, or unad- 
dressed, third-class mail. 

Before the legislation permitting 
this type of mail was changed, the 
press had attacked patron mail 
editorially as “junk mail,” and the 
term seems to have made an im- 
pression on the public, according 
to the DMAA. 


| s The meeting will have two main 
| objectives: 

| 1. To oppose any hinted or po- 
tential legislation which DMAA 
feels is against the best interest of 
‘the industry. 

2. To show that direct mail ad- 
vertising is quality and profitable 
advertising. 

Working sessions of the conven- 
tion will include “How to Write 
Successful Letters” and “How to 
Produce Quality Direct Mail Eco- 
nomically.” There will also be a 
session on industrial direct mail 
‘and “Direct Mail in the Coordi- 
nated Advertising Program.” 

Prize-winning direct mail cam- 
_paigns of the past year will be ex- 
hibited. 


NBC to Telecast Rose Bowl 

National Broadcasting Co. has 
signed with the Pasadena Tourna- 
ment of Roses for the exclusive 
telecast of the Tournament of 
Roses parade on Jan. 1, 1956, and 
the telecast and broadcast of the 
Rose Bowl game which follows. 
Minute Maid-Snow Crop frozen 
foods, through Ted Bates & Co., 
will sponsor the telecast. 


Fur Frost to Kastor, Farrell 


White Frost Chemicals, New 
York, has appointed Kastor, Far- 
rell, Chesley & Clifford, New 
York, to handle advertising for Fur 
Frost, a new home cleaner for 
furs and deep-pile fabrics. Doher- 
ty, Clifford, Steers & Shenfield is 
the previous agency. 
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Advertising Age, August 1, 1955 


Harold Douglas, 
| Retired B&B V.P., 
| Is Dead at 63 


New York, July 26—Harold F. 
Douglas, 63, retired v.p. and ac- 
count supervisor of Benton & 
Bowles, died July 24 at Kingston, 
N. Y., after a short illness. After 
graduating from the University of 
Michigan, Mr. Douglas worked in 
1) 1 the advertising department of Cur- 
iW tis Publishing Co., Philadelphia, 
before entering the agency busi- 
! ness here. From 1930 to 1943 he 
was associated with the Kudner 
) Agency before joining Benton & 
' Bowles. He retired in January, 
a 1954. 
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|| CHARLES W. SPANN 


) \ New York, July 27—Charles W. 
N Spann, 56, circulation manager and 
} a board member of the European 
edition of the New York Herald 
Tribune, died July 25 at the Amer- 
ican Hospital in Paris after a long 
| illness. Born in Tesin, Czechoslo- 
vakia, he studied at universities 
in his own country and Germany 
and began his newspaper career in 
1922. 

He held various advertising, cir- 
culation and management positions 
on German newspapers until 1933, 
when Hitler rose to power. Mr. 
Spann continued his newspaper 
work in his native country until 
1938, when he took up his resi- 
dence in France. He worked with 
| 


the French underground during 
the German occupation of France. 
In 1946 he became circulation man- 
ager of the European edition of the 
\ Herald Tribune and had just been 
elected to the board of directors 
July 15. 


CURTIS G. PRATT 


New York, July 27—Curtis G 
Pratt, 62, business consultant and 
a former v.p. of Young & Rubicam 
died last night at his summer home 
near York Village. Born in Ogden 
Utah, Mr. Pratt majored in eco- 
nomics at Columbia University. He 
entered the advertising industry 
when he joined Young & Rubicam 
in 1932 as a merchandising specia!- 
ist. He held various executive sales 
y positions until 1939, when he was 
: named a v.p. and given charge of 
client contacts. In World War II, 
} on leave of absence from Y&R, Mr. 


| Pratt served in the Army ordnance 3 i b A Cc hi +4 
i department; he retired in 1946 out Oo a mem ers °o icago American 
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with the rank of colonel. After the h h i d + * 
j, war he rejoined the agency. He re- ouseholds are under 45 years of age 
| tired in 1952 to open his own office 
} here as a business consultant. 
| RAYMOND WHITEHEAD Younger, larger families need more, want more, buy more. And Chicago 
" Newark, July 26—Raymond B s 8 Y 8 
i” ’ oO eo . 
if , vi . a American households are not only younger (8.2% more members under 45 
Whitehead, 72, director and secre y young 
M tary of Whitehead & Hoag, manu- years of age than the Chicago average), they’re larger. Nearly half (47.1%) 
,  facturer of advertising specialties, rican’ ople. That’s 22.7% 
» died July 24 at St. Clair’s Hospital, of wat _ s grat, Aap four if more Pe p 6 more == 
b = Denville, N. J. He had been active households of that size than the Chicago Metropolitan Area average. 
i i f h dvertisi : : : cas 
pee 0 A apr new And these larger, younger, more active Chicago American families have the 
| money to satisfy their needs and desires. 78% of them earn over $4,000 a year, * 
| JAMES H. FURAY while only 59.5% of Chicago area families earn that much. In fact, 1 out of 4 pga bees, 
a Suan ee satand wcctak tan Chicago American families earn more than $7,000. deltesedtal wo" olds will 
eral foreign manager of United These Chicago American families offer you a healthy, wealthy market with 
Press, died of a heart attack at his , . ome , important facts to help 
i} home here last night. He started plus buying power. They re ready, willing and able to buy your merchandise. siikamtiaiate sella 
} his newspaper career in 1898 on All you have to do is ask them... with advertising in the Chicago American. 


the Omaha Daily News. Later he 
worked on the St. Paul News, Chi- 
cago Inter-Ocean, and Indianapolis 
Star. He joined UP in the 1908 as 
; central division manager in Chi- 
if cago. In 1915 he moved to New 
York as the press association’s first 
foreign manager and became first 
‘ foreign editor in 1918. He was 
) named a v.p. in 1924 and a director 
| in 1926. He retired in 1947. 
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‘IP’ to Become Monthly 


the Chicago American 
market. For your copy, 
contact the Chicago 
American or your Hearst 
Advertising Service rep. 


Chae 


provide these and other | 
2 


Industrial Photography will be-| Bi 
come a monthly magazine begin- | im Get the 
ning with the January, 1956, issue. | 7 ; 

The publication is now published | 
every other month. It has a guar- 
anteed circulation of some 30,000. 
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ANNUAL WAGE: 
*8,000,000,000 


That's the payroll of 
The U. $. ARMED FORCES! 


SELL 


Write for rates, sample copies, how-to-sell-data. 


this rich consumer market 
through the top-circulation 
TIMES” Service Weeklies. 


Army Times * Air Force Times * Navy Times p= 


(MEMBERS: AUDIT BUREAU OF CIRCULATIONS | 


ARMY TIMES PUBLISHING CO., 3132 M ST.,N.W., WASHINGTON 7, D.C 


U.S. OFFICES: Boston, Chicage, Detroit, Los Angeles, New York, Philadelphia, San Francisco 
FOREIGN OFFICES: Frankfurt, London, Paris, Rome, Tokyo 


The U. S. Armed Forces 


“Family Market" 
(3,250,000 strong plus 


2,000,000 
dependents) 


Bedi ARE CRESTS RE WE Se bibs 
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Advertising Age, August 1, 1955 


Newspaper Advertising Linage 
June, 1955 
Media Records Report for 52 Cities 


June June 

Classification 1955 1954 
Retail (total) ....125,409,383 115,178,614 
Dept. Stores ........ 45,179,100 42,222,373 
Ce ai cies 34,277,936 31,312,160 
Automotive _........ 19,541,388 15,128,624 
Financial _............ 3,203,383 2,920,593 
Total Display ...... 182,432,090 164,539,991 
Classified ............ 61,285,621 52,029,634 
EE i Lccuattonnseon 243,717,711 216,569,625 


Unger Joins Great American 

Arthur Unger has been appointed 
editorial director, Great American 
Publications, New York and Wash- 
ington, publisher of Car Life, 
Home Auto Mechanic, Speed Age 
and Sports Cars Illustrated. Mr. 
Unger has been editor of Man’s 
Magazine and Challenge, the Men’s 
Group at Almac Publishing Co., 
and before that was with Fawcett 
Publications for six years as editor 
of Cars Magazine and news editor 
of Mechanix Illustrated. 


Per Cent January-June Per Cent 
Change 1955 1954 Change 
+ 89 734,548,321 687,542,786 + 68 
+ 7.0 273,935,102 257,833,910 + 6.2 


+ 95 191,163,564 183,470,615 + 4.2 
+29.2 91,429,882 74,691,447 +22.4 
+ 97 20,618,349 18,518,359 +-11.3 


+10.9 1,037,760,116 964,223,207 + 7.6 
+17.8 343,320,251 300,073,341 +-14.4 
+12.5 1,381,080,367 1,264,296,548 +- 9.2 


Newspapers Set New 
Ad Record for First 
Half of This Year 


New YorK, July 27—The Bu- 
reau of Advertising is crowing 
over the fact that June saw several 
records for newspaper advertising 
toppled. 

At the end of June, not only was 
a new record set for that month, 
but newspapers had the biggest six 
months in history according to 
Media Records Inc. figures, the bu- 
reau reports. 

National advertisers bought 9.5% 
more linage in this year’s first half 
than in 1954’s first half and re- 
tailers’ investment for the first 
half of this year was 6.8% higher 
than last year. 


= “The records smashed in the 
first half of 1955 are, to us, clear- 
cut evidence that national adver- 
tisers are realizing increasingly the 
salesmaking power of newspaper 
advertising, plus the validity of the 
principal that ‘all business is local’ 
and that there is no substitute for 
approaching marketing problems 
on an ‘all business is local’ basis,” 
Harold S. Barnes, director of the 
bureau, said. 


Harnischfeger, Buchen 
End Agency Relationship 


Advertising of the construction 
and mining equipment line of Har- 
nischfeger Corp., Milwaukee, which 
has been handled by Buchen Co., 
Chicago, will be placed with a new 
agency—as yet not selected—on 
Nov. 1. 

Advertising of MHarnischfeger’s 
industrial equipment line is han- 
dled by Hoffman & York, Milwau- 
kee, and advertising of Harnisch- 
feger Houses Inc., a wholly owned 
subsidiary, is handled by Burnett 
& Logan, Chicago. 


DuMont Consolidates Offices 


All executives and sales offices 
of DuMont Television Network 
and its New York station, WABD, 
have been consolidated at the Du- 
Mont Telecenter, 205 E. 67th St., 
New York. DuMont also will main- 
tain the Adelphi Theater, which 
will become an “Electronicam” 
production center. 


Richardson, Thomas Adds One 

The Billiard & Bowling Institute 
of America, Philadelphia associa- 
tion of manufacturers and distrib- 
utors of bowling and billiard 
equipment, has named Richardson, 
Thomas & Bushman, Philadelphia, 
to handle its advertising. 


NAAN Elects Mogge-Privett 

Mogge-Privett, Los Anceles, has 
been elected to membership in the 
National Advertising Agency Net- 
work, bringing membership in 
NAAN to 35. 


Newspaper Boosts Broughan 


John J. Broughan, advertising 
manager of the Recorder-Gazette, 
Greenfield, Mass., since 1943, has 
been appointed assistant general 
manager of the daily newspaper. 


Taplinger Gets Magnavox PR 

Magnavox Co., Ft. Wayne, Ind., 
has appointed Robert S. Taplinger 
& Associates to handle its public 
relations. 


—— 
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Newspapers 


... DURING THE FIRST 6 MONTHS OF 1955 
PUBLISHED MORE ADVERTISING 
LINAGE...NATIONAL, RETAIL 
AND CLASSIFIED...THAN IN ANY 
SIMILAR PERIOD IN HISTORY. 


ADVERTISING VOLUME FOR THIS 
PERIOD TOTALED 142,977,000 
LINES...A GAIN OF 10.7% COM- 
PARED WITH LAST YEAR. THIS 
GAIN WAS SUBSTANTIALLY 
GREATER THAN THAT OF OUR 
COMPETITORS. 


THE HEARST NEWSPAPERS 


NEW YORK JOURNAL-AMERICAN * NEW YORK MIRROR «+ 
CHICAGO AMERICAN « DETROIT TIMES - PITTSBURGH SUN-TELEGRAPH > 
ALBANY TIMES-UNION + BOSTON RECORD-AMERICAN «+ 
BOSTON ADVERTISER - BALTIMORE NEWS-POST - BALTIMORE AMERICAN - 
MILWAUKEE SENTINEL * SAN ANTONIO LIGHT « LOS ANGELES EXAMINER - 
LOS ANGELES HERALD-EXPRESS - SAN FRANCISCO EXAMINER + 
SAN FRANCISCO CALL-BULLETIN - SEATTLE POST-INTELLIGENCER - 


DAILY CIRCULATION... 5,051,191 SUNDAY CIRCULATION. . .7,119,078 
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e Opportunity of a Lifetime! 


CONSUMER PRODUCT ADVERTISERS—Now you can reach 
the readers of three great magazines for even less than the price of 
two. Sell the whole Countryside market, town and farm. Step up 


frequency, add color or enjoy larger space units with the money 
you save. 


: 
ee ee 


AGRICULTURAL PRODUCT ADVERTISERS—Now you can 
reach the farm audience of the two great national farm magazines for 
the price of one—step up frequency, add color or enjoy larger space 
units with the money you save. 

As promised, even after new rates become effective, the purchase 
of CoUNTRY GENTLEMAN by FARM JOURNAL and TowN JOURNAL 
will mean more for less for advertisers through the elimination of 
duplication—by our getting the right magazines to the right people, 
town or farm. ee ee ee eee 


But new rates will not take effect until February 1956 issues! 
In the meantime, for five big months, beginning with the September 
issues, FARM JOURNAL, TOWN JOURNAL—the COUNTRYSIDE UNIT— 
are the buys of a lifetime! : 

Here are just a few examples of what current advertisers can do 
to take maximum advantage of this golden opportunity. 

You belong in this picture, too! 


| ~~ 
1 eo 


CIRCULATION BONUS == CLOSE TO 1,500,000! 
Save more, sell more with the CouNTRYsIDE UniT— (FARM JOURNAL 
and Town JOURNAL). Current rates based on 4,450,000—actual 
circulation nearer 6,000,000. The buy of a lifetime—right in the heart 
of the All-America market. 


REGIONAL EDITIONS FLEXIBILITY THAT REALLY COUNTS! 
If your business, like our business, is national, you may find great 
advantage in being able to deal with regional problems and oppor- 
tunities in a special way. We have, editorially. 
Or, if your business is regional, you still may enjoy the economy and 
the effectiveness of the CounTrysipE UNir— FARM JOURNAL and 
TOWN JOURNAL—regionally. 
The CountTrRYSIDE UNIT is published in three editions— Central-East, 
Southern, and Western. Buy any one, any two or all three editions! 


LATE CLOSING DATES—-NO NEED TO MISS A SINGLE ISSUEI 


Because the CounrrysipE UNIT is printed on a news magazine schedule, a 
limited number of advertisements can be accepted as late as 10 days before 
issuance date. 
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AGRICULTURAL PRODUCT ADVERTISER STEPS UP SIZE OF SPACE IN PEAK 
MONTH—GETS MERCHANDISABILITY OF TWO GREAT NAMES WITH EACH IN- 
SERTION—HITS MAXIMUM AUDIENCE EACH MONTH—SAVES $1150! 


Before—_ September was this advertiser’s peak month— 
he had scheduled 2/3 pages in both Farm 
JOURNAL and CouNTRY GENTLEMAN for Sep- 
tember, Farm JOURNAL October, CouNTRY 
GENTLEMAN November, FARM JOURNAL De- 
cember—total cost $25,900. 


NOW-— Now he can buy a full page in FarM JouRNAL 
—CounTRY GENTLEMAN for September, 2/3 
pages October, November, December—total 
cost $24,750! 


FARM EQUIPMENT ADVERTISER BUYS A TWO-COLOR PAGE EVERY MONTH 
INSTEAD OF A STAGGERED SCHEDULE OF BLACK AND WHITE PAGES. 


Before— This advertiser had scheduled one page black 
and white in Farm JOURNAL, September, Nov- 
ember and January; one page black and white 
CouUNTRY GENTLEMAN, September, October 
and December—total cost $45,810. 


NOW— He can buy two-color pages in FARM JOURNAL 
—CouNTRY GENTLEMAN, every month, Sep- 
tember, October, November, December and 
January. With earned volume discount, the 
total cost will be $220 less than before! 


WHAT WOULD YOU DO? 


Before— A clock advertiser had a staggered schedule of 
three 1/3 page advertisements in FARM JOURNAL 
and three 1/3 page advertisements in COUNTRY 


AUTOMOBILE MANUFACTURER REACHES MORE CAR BUYERS WITH FALL CAM- 
PAIGN, SMASHES WITH SPREAD, AT NEW MODEL ANNOUNCEMENT TIME FOR 
ONLY $3,810 MORE! 


Before—— This automobile manufacturer had scheduled 
a September FarM JOURNAL four-color page; 
an October CouNTRY GENTLEMAN four-color 

age and a four-color page in FARM JOURNAL, 

OWN JOURNAL and CoUNTRY GENTLEMAN 
for new model announcement in November 
issues—total cost $47,775. 

NOW— ‘By using a four-color page in Farm JOURNAL 
in September; Town JOURNAL in October and 
a four-color spread in the COUNTRYSIDE 
Unit in November, this advertiser can reach 
the total audience of these three magazines 
twice, retain his frequency pattern and use a 
four-color spread instead of a page for his 
new model announcement—all for only 
$3,810 more. 


CONSUMER PRODUCT ADVERTISER WITH A SPECIAL INTEREST IN CHRISTMAS 
SELLING ADDS TO THE TOTAL NUMBER OF FAMILIES REACHED, ADDS FULL 
COLOR TO HIS IMPORTANT DECEMBER INSERTIONS —and saves nearly $1,000! 


Before— ‘This advertiser had scheduled one black and 
white page in Farm JourRNAL for October; 
one in CouNTRY GENTLEMAN for November 
and a black and white page in both for 
December—total cost $30,540. 


He is able to buy a black and white page in 
FarM JOURNAL for October; TOowN JOURNAL 
for November and a four-color page in the 
CouNnTRYSIDE Unit for December. He gets 
this extra coverage and extra color impact 
for $29,706.50—$833.50 less than previously 
planned. 


NOW— 


INSTITUTIONAL ADVERTISER ADDS THE AUDIENCE OF ANOTHER GREAT MAGA- 
ZINE, STEPS UP IMPACT WITH COLOR, MAINTAINS FREQUENCY AND SAVES $2,040! 


Before— This institutional advertiser had scheduled 
a black and white page in Farm JOURNAL for 
September, and November; a black and white 
page in Country GENTLEMAN for October 


GENTLEMAN to appear during September, r and December—total cost $30,540. 

pooner ee a srl December 1955— Hh NOW—— This advertiser can schedule two-color pages 

! space budget $15,330. hoi in Farm JoURNAL—COUNTRY GENTLEMAN, 
NOW Four 1/3 pages in the CouNntTrysipE UNIT +t 


(FARM JOURNAL—COUNTRY GENTLEMAN and 
Town JOURNAL) would cost only $1,352 more 
—three would cost $2,818.50 less! 


DRUG PRODUCT ADVERTISER GETS EXTRA INSERTION IN PEAK SEASON— 
SAVES MONEY! 


Before—— This advertiser had scheduled 1/3 pages in 
FARM JOURNAL, TOWN JOURNAL and COUNTRY 
GENTLEMAN for September and November 
issues—total cost $13,061. 


NOW— For $549.50 less this advertiser can buy his 
regular space units and reach the audience of 
all three magazines thrice instead of twice. 


ae WA 
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September and November and two-color pages 
in Town JouRNAL October and December— 
adds to his coverage and impact with no loss 
in frequency for less money. He could make 
them all four-color advertisements for only 
$3,850. more than he had planned to spend! 


GROCERY PRODUCT ADVERTISER ADDS AN EXTRA FOUR-COLOR INSERTION AND 
REACHES MORE FAMILIES FOR LESS MONEY! 


Before— This manufacturer had scheduled 2/3 pages in 
four-color in FARM JOURNAL and COUNTRY 
GENTLEMAN on an alternate month basis, 
September through December. Total cost 
$28,260. 


NOW— By alternating Town JourRNAL with Farm 
JOURNAL— COUNTRY GENTLEMAN he can reach 
more families with the same unit of space, 
add an extra insertion in Town JOURNAL 
(circulation more than 2,000,000) and still 
save $480! 


TOWN JOURNAL 


THE COUNTRYSIDE UNIT 


FARM JOURNAL 


Washington Square, Philadelphia 5, Pa. 
\ Richard J. Babcock, President 


Graham Patterson, Publisher 
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THUNDERBIRD JR.—R. C. Connell, v.p. of sales, Norge division, Borg- 
Warner Corp., races Barbara Ruddy, 4, down a corridor of the 
Merchandise Mart, Chicago, to promote the Norge Thunderbird Jr. 
Powercar consumer contest. Entrants must watch a Norge demon- 
stration to win one of the 500 five-m.p.h. battery-powered cars. 


ey cease 


PINEAPPLE PEACH—Beverly Rivera 
(Miss Hawaii) helps Fairmont 
Foods Co., Omaha, launch a pro- 
motion for Hawaiian pineapple ice 
cream and the Royal Hawaiian 
pineapple split in more than 75 
markets in August. Newspapers, 


Macintosh 
Melzian 


Connelly Peck 


Allen Lavenson James 


RELUCTANT MOO(D)—Elsie the Borden cow seems hesitant about accept- 
ing the key to the new offices of Lavenson Bureau of Advertising, 
Philadelphia. Frances Allen, receptionist, presents Elsie with a bou- 
quet of daisies and a giant key. Looking on are James H. Lavenson, 
president of the agency, and H. Leigh James, general sales manager, 
Wilmington ice cream division of the Borden Co. Lavenson repre- 
sents Borden’s Ice Cream Co., also a division of the Borden Co., in 
the Philadelphia area. 


OCEAN WATER 
TEMPERATURE 


Brubaker WARM WATER BUT COLD BEER—William Gretz Brewing Co., Philadelphia, 
draws attention to its outdoor board facing the Delaware River 


bridge between Philadelphia and Camden with a daily box showing 


radio and television will be used, 
through Allen & Reynolds, Omaha. 


NEW SLATE—New officers of the Art Directors Club of Detroit are 
Bill Connelly, Campbell-Ewald Co., president; Fred Peck, Grant 
Advertising, 1st v.p.; Harley Melzian, W. B. Ford Design Corp., 2nd 
v.p.; Dale Brubaker, Fred M. Randall Co., treasurer, and Doug Mac- 


water temperature at ocean beaches. Landau Outdoor Advertising 
Co. maintains the display through Seberhagen Inc., and the display 
is merchandised with ads in Philadelphia newspapers. 


Intosh, Campbell-Ewald, secretary. 


MEDIA MAN OF YEAR—Bill Schink (left) v.p. and media director, G. M. 
Basford Co., receives certificate marking his selection as Media Man 
of the Year from Tom Treadwell of Architectural Record, represent- 
ing the eight Industrial Advertising Assn. men who have been named 
Space Salesmen of the Year in past eight years. IAA is the New York 
chapter of National Industrial Advertisers Assn. 


Willoughby 


Epsteen Held 


GAVEL GIVING—Two former presidents of the San 
Francisco Advertising Club were presented with 
redwood gavels by the Redwood Empire Assn. at the 
Palo Alto home of Elliot M. Epsteen, which is situ- 
ated in a redwood grove. Howard Willoughby, exec. 


v.p., Lane Publishing Co., and Walter Held, p.r. 
head of Standard Oil of California, received the 
gavels. Both were unable to attend a similar pre- 
sentation to all other past presidents held last year. 
Mr. Epsteen is legal counsel of the adclub. 
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Advertising Age, August 1, 1955 


Staggering Under Inventories... 


N. Y. Car Dealers 


‘Deal’ Furiously; 


‘Don't Dare Print Prices’ in Ads 


By Milton Moskowitz 

NEw York, July 27—Automotive 
News reported this week, “Never 
before have dealers had to unload 
sO Many new cars jammed into 
vacant lots, warehouses and be- 
hind farmers’ barns.” 

As of July 10, the nation’s deal- 
ers had a record total of 673,000 
unsold cars on their hands. 

In the New York area, car re- 
tailers are “wheeling and dealing” 
furiously to unload this “moun- 
tainous” inventory of 1955 models. 

The plight of the automobile 
dealer has been a bonanza for 
New York newspapers. According 
to Media Records, automotive lin- 
age in the seven dailies here is up 
35% this year. 

The car sellers are using every 
trick in the pitchman’s bag to at- 
tract customers to showrooms. The 
result has been a flood of flam- 
boyant advertising in newspapers. 

“No money down and up to 
three years to pay” is a theme run- 
ning through many of the ads. 
However, a Buick dealer in the 
Bronx went this deal one better 
yesterday with his “daring exclu- 
sive offer’: “No money down... 
up to five years to pay ... fabulous 
allowances... you make the terms.” 


= Some of the other “fabulous 
deals” presented in screaming 
headlines here are as follows: 

1. Pontiac dealers in New York 
joined forces to run a page ad 
yesterday offering a new Pontiac 
“for the same price that you would 
have to pay for one of the small 
‘low priced 3’. There are no strings 
attached to this offer. You do not 
need a trade...This offer ends 
Aug. 2.” 

2. The Acey Oldsmobile dealer 
in Manhattan quotes a $2,389 price 
for a 1955 Oldsmobile “88”: “We 
deliver the deal others talk about.” 

3. Max Lasko, who calls him- 
self “the world’s wildest trader,” 
has been running large-space ads 
offering a $1,000 allowance on a 
new Studebaker “for any car that 
runs...Drive in today and drive 
out with the deal you didn’t be- 
lieve possible.” 

4. Col. Curry, a Chevrolet dealer 
who also calls himself “the world’s 
wildest trader,” says he “sells 
more, sO you save more on ’55 
Chevrolets.” 


a 5. Crest Oldsmobile, in the 
Bronx, announces “Help Wanted. 
We’re loaded with inventory and 
must move 183 cars this month. 
Since our terrific volume for the 
first six months has covered our 
whole year’s overhead, we can 
really make you a sensational deal. 
Now practically any offer goes on 
a °55 Oldsmobile.” 

6. Carol Motors, in Queens, says: 
“Nobody can match Carol’s vol- 
ume. Nobody can match Carol’s 
price.” 

7. Haber Mercury, in Brooklyn, 
asks people to call up: “We will 
quote all prices over the phone.” 

8. Luxor, in the Bronx, adver- 
tises a 55 Mercury for $2,297—but 
appends an asterisk to the price. 
A footnote below explains: “This 
is not the sale price. We have re- 
ceived a slap on the wrist for sell- 
ing cars at hundreds of dollars 
less. So we don’t dare print our 
prices. Come in and see how you 
save.” 

9. Dexter Motors, in Manhattan, 
features a 1955 six-passenger 
Dodge sedan for $1,826 “delivered” 
and a 1955 six-passenger Plym- 
outh sedan for $1,769 “delivered 


fully equipped.” 


s 10. Dee Motors, in Queens, has 
been consistently running “week- 


end sales” on new Studebakers. In 
addition to offering the usual 
“highest trade-in allowances,” Dee 
says that with every purchase of a 
55 Studebaker, the buyer can get 
each of the following accessories 
for $1...automatic transmission 
(usual cost, $226), radio ($105), 
heater ($70), defroster ($25), 
whitewalls ($45), undercoating 
($25) and luster seal ($25). 

11. Eldon Motors, in Queens, an- 
nounces: “Out they go...Only 310 
1955 Fords... will be sold at prices 
we don’t dare print.” 

12. Belgrave Motors, on Long 
Island, offers the 1955 Oldsmobile 
“88” hardtop convertible for $2,- 
384—“fully equipped” and a “$500 
cash reward if we fail to deliver.” 


_ 13. Finally, there i. 1tthewson 
Motors, in Queens V!)) . offering 
“trades for anything’ — levision | 
sets, radios, dogs, jewe'ry—and a. 
1955 Ford for $1,675 delivered. | 
“Among other thing: > took in| 


trade last week,” Matthewson lists’ 
“5 wives (2 blondes, 2 brunettes, 1 
redhead), 12 cemetery plots (va- 


cant) and 4 television se‘; 


| 


Segall Joins Segall Agency | 

M. Harvey Segall has been ap-| 
pointed production manager and. 
administrative assistant of Theo-| 
dore Segall Advertising agency, 
San Francisco. Mr. Segal! joins his 
father’s agency after completing a 
year’s tour of duty with the U. S. 
Army in the Orient. 


Nay to Powell-Gayak 


Kenneth E. Nay, formerly ad- 
vertising and sales promotion man-| 
ager of U. S. Radiator Corp., has) 
been appointed director of art and’ 
production of Powell-Gayek Ad-| 
vertising, Detroit. | 


Architects Litt Ad Ban 

The American Institute of Arch- 
itects, Washington, has lifted its | 
restriction forbidding its members | 
to allow their portraits to be used | 
in advertising. Members may now | 
do so, “so long as that advertising | 
is in good taste and works toward | 
the advancement of the profession 
of architecture.” 


( CAPSULE MYSTERIES 
5 MINUTE TV FILM SERIES 
@ 39 programs now available 


®@ Each program a complete story 
@ Allows for 3 commercials 
@ Big cast with Glenn Langan 


Charlies Michelsen, Inc. 


45 WEST 45th ST., NEW YORK 36 
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Now get move- 
ment on your TV 
slides for almost 
the same cost as 
still slides. 


Aylin 


FOR TEN 
SECONDS 


Send for sample 
reel and descrip- 
tive literature. 


STUDIOS 


1323 $. WABASH CHICAGO ILL. 
357 W. 44th ST., NEW YORK 


American Tobacco 


Company, largest US cigarette maker had 33.2%, 
of domestic sales* in 1954. Three of its brands 
sold an estimated total of 123 billion cigarettes.** 
But nobody smokes Lucky Strikes because of the 
size of the Company. 


Size is not always an index of value and service. 
In this day of multi-million audiences, one magazine 
with only 1,300,000 circulation is a major influence 
in a market worth more than $11 billion annually. 
The magazine is SUCCESSFUL FARMING. Its selective 


circulation includes 26%, of all commercial farms, 
and 42%, of those earning $10,000 or more a year. 

SF farm subscribers have big investments in 
land, buildings, machinery ... raise 53% of the 
harvested corn, 57% of the hogs, 38% of the cattle 
and calves, 44%, of the dairy products. And their 
average cash income, from farming alone, has been 
around $10,000 for the past several years. 


Because SUCCESSFUL FARMING for more than 
fifty years has helped farm families make more 


money, live better... it has an influence that no 


general medium can have with its market. And it 
fills a big gap in the national market, balances 
national advertising schedules ...See any SF office. 


Source: *Business Week, January 8, 1955 
Source: ** Advertising Age, January 10, 1955 


MEREDITH PUBLISHING COMPANY, Des Moines... 


offices in New York, Chicago, Detroit, Philadelphia, 
Cleveland, Atlanta, San Francisco, and Los Angeles. 
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Cites Democracy at Work in 

Citrus’ Agency Presentations 
To the Editor: This letter should 

have been written immediately 


following the appearance of your | 
June 13 issue in which you carried | 


the double-truck photo story of 
the agency presentations for the 
Florida Citrus Commission ac- 
count. Your page in the July 4 issue 
on “You, Us and Florida Citrus” 
prompts me to write you, now. 

First, I compliment you on the 
way you handied the story of the 
presentations. Jim O’Gara did a 
masterful job of condensing the 
pertinent facts presented in two 
full day sessions by five agencies 
and some 35 or 40 speakers. His 
reporting was accurate, objective 
and complete. 

Dan Sanborn’s photographic 
story was also very well done. His 
candid shots taken in the course of 


the actual presentations captured | 
'20 years ago. Another previously 


the tenseness and vitality of men 
striving to make a sale. 

I know that agency people gen- 
erally frown on this method of 
choosing an advertising agency in 
a “gold fish bowl.” They may have 
many good reasons why it should 
not be done. 

The Florida Citrus Commission, 
on the other hand, has one good 
reason why it should be done this 
way—it is the only democratic 
way to do it. 

The Florida Citrus Commission 
is an agency of the State of Flori- 
da, supported by a direct. tax on 
all the citrus fruit produced and 
sold in Florida. Every one of some 
12,000 growers, 300 fresh fruit 


‘ocratic process, and avoids any 
| suggestion 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


shippers, and 40 canners and con- | 
centrators, who, together, chip in | 
about 5% million dollars a year, | 
feel they have a right to see how 
their advertising dollars are spent. 

Robert C. Wooten, chairman of 
the commission, has a_ sincere 


faith in the efficiency of the dem- 


of “star chamber” 
sessions. The other members back 
him up on this policy. 

The actual selection of the agen- 
cy was made by the unanimous 
vote of the 12 members of the 
commission. Every one of these 
members is an experienced busi- 
ness man, who has met many pay- | 
rolls. Some of them are better in- | 
formed on advertising than are 
their counterparts on the boards of | 
directors of private industry, One| 
of them was a member of the orig- | 
inal Citrus Commission which set 
up the first advertising program 


held two important posts in ad- 
vertising. A third member recently 
demonstrated the power of adver- 
tising by turning a “red ink” hotel 
operation into a highly profitable 
business with a consistent adver- 
tising campaign, which he person- 
ally directed. 

On the other hand, some of the. 
members of the Industry Advisory | 
Committees who were invited to) 
participate in the meetings have 
had more limited business experi- | 
ence and less acquaintance with | 
the little world which revolves) 
about Madison Ave. 


it, the Florida Citrus Commission 
probably typifies as well as any 
organization in the world what 
can be accomplished with a gov- 
ernmental agency working hand in 
hand with private enterprise in 
the highly competitive food field 
to maintain and expand a funda- 
mental industry. In the 20 years 
since its inception, the commission 
has, through its research, its mer- 
chandising and its advertising, 
been a major factor in building 
the market for Florida citrus from 
30,000,000 boxes to 130,000,000 
boxes a year. 

Anyone who can match that 
sales graph with another staple 
commcedity may be in a position to 
criticize the methods which the 
commission employs in selecting 
its advertising agency. 

PAuL S. PATTERSON, 

Director of Adver ising, Flori- 

da Citrus Commission, Lake- 

land, Fla. 
© 7 . 


Suds Don’t Interest 
This Shaver Backer 

To the Editor: I have been a 
subscriber to ADVERTISING AGE for 
approximately seven years and 
have always read The Creative 
Man’s Corner with interest, usu- 
ally thoroughly agreeing with the 
thoughts expressed therein, but his 
column in the July 18 issue con- 
cerning electric shavers was one of 
the most stupid and fallacious 
pieces of writing I have ever had 
the misfortune to read. 

I have shaved with an electric 


very well satisfied and then about 
four months ago, after reading the 
Norelco ad such as The Creative 
Man criticized, I went out and 
bought a Norelco which I like bet- 
ter than the Schick. I am keeping 
the Schick as a spare to be used 
in the unlikely event that my 
Norelco should ever need repairs 
so that I would not be forced to go 
back to the Stone Age method of 
shaving—with a blade. And more 
and more of my acquaintances are 
adopting the modern method of 
shaving. 

The only criticism I would make 
of electric shaver advertisements 
is that they tend to give the im- 
pression that a close shave can be 
had in about one minute’s time. 
This is not true. To get a close 
shave it takes me about four min- 
utes. Of course, I can get as close a 
shave in one minute with an elec- 
tric shaver as one could obtain in 
the same length of time with the 
obsolescent razor. Also I will ad- 
mit that it takes several weeks be- 
fore one gets the best results with 
an electric shaver, since the beard 
growth has to become accustomed 
to this modern, convenient, pain- 
less method. 

So, I say, let The Creative Man 
continue to buy blades, lather. 
styptic pencil, etc. Let him con- 
tinue to get undressed before 
every shave and continue to bleed 
from the use of his “safety” razor. 
I’ll take the modern, no-mess, no- 
blood, way—the electric shave. 

IVAN CORYELL, 
Philad2lhia. 
. . 


Cupid, Shucks, Here 
Are Diamond Figures 
To the Editor: The Rough Proofs 


column of your issue of July 4 
mentioned an Ayer house adver- 


It is only natural, then, that sev-' shaver for a number of years and|tisement in which we said that the 


in their presentation 


eral of the agencies incorporated must wholeheartedly disagree with success of our campaigns for De 
features practically every point The Crea-| Beers is evidenced by the continued 


which one critic has likened to a|tiye Man makes. His article gives | rising level of diamond sales. 


show with “dancing girls and a one the impression that he tried 


trampoline act.” 


Commented your Rough Proofs 


/an electric shaver some time back writer: “Maybe the continued ris- 


This was far from the general| before World War II and had an) ing level of engagements and mar- 


impression, however, because sev-| unpleasant experience with same. 
eral experienced advertising men In my circle of friends are men 


riages helps a bit, too.” 
We accept the comment in the 


'who witnessed all the presenta-| with all degrees of beards; heavy, spirit of good clean fun in which 
tions said they found them very | light, and all shades in between,|it was written, and in the same 
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sensational increase of nearly one- 
third. 

When we first began handling 
advertising for De Beers, about a 
quarter of a carat of cut diamonds 
were imported per marriage. By 
the end of last year, two-thirds of 
a carat of cut diamonds were being 
imported per marriage. 

RICHARD P. POWELL, 
Vice-President, N. W. Ayer & 
Son, Philadelphia. 

+ ® a 

Solves Carpet Problem 
for The Creative Man 

To the Editor: Attention The 
Creative Man. Your comments on 
the advertising of The Carpet In- 
stitute were interesting. No doubt 
you will hear from them directly, 
so I will refrain from comment. 

However you did make one 
statement which I cannot let pass 
without challenge. I am referring 


Only 


Masland’s 
“SARANETTE”* 


100% SARAN BROADLOOM 


has 

all these 
wonderful 
properties ! 


2/3 


Food can’t harm it! Drink can’t harm it! 


Ink can’t harm it! 


9 the fac’ that “carpe i: easy to 
2a.e for.” You bring up the matter 
xf dogs and cats as well as chil- 


oFFset ¥)'\\/,, 
PRINTING! “~~ 


dren. Until about two years ago, 
you had a valid point, but not any 
more. 


informative and a credit to the|and I would challenge The Crea- spirit point out that the Rough 
agencies and the men who made |tive Man, or anyone else, to give | Proofs writer and Cupid have 


Call 


tho-print Co. 
Quolity * Service 

710 So. Federal St. Chicago 5, Il. 
Phone WAbash 2-1430 


the presentations. They also ex-| any one of them a shave closer something in common, 
pressed their approval of the fair- than they obtain with their vari-| blindness. The fact is that mar- 
ness with which each agency was ous makes of electric shavers. For 


considered and, in general, agreed several years I used a Schick) 


| with the commission’s decision. 
When you come right down to! not receive as a gift) and was 
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PURCHASING NEWS is published exclusively for 
Purchasing Men in METALWORKING PLANTS 
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What are YOU Selling 
to Metalworking Plants? 


e If you are selling Plant or Production Supplies— 


the vitally important role of Metalworking Purchas- 
ing Men in buying such products is well known to 
you, to your salesmen and to your distributors. 


e If you are selling Components or Materials—you 


* Advertising in PURCHASING NEWS is 
the fast, economical way to give essen- 
tial information about your Supplies, 
Components or Materials to 12,000 


ROGERS PUBLISHING COMPANY 


New York * Cleveland + Detroit * Chicago * Los Angeles 
Executive Offices: Englewood, Colorudo 


Publishers of PURCHASING NEWS and its “Partner in Progress” DESIGN NEWS 


Production and 


— 


know that Metalworking Plants constitute the huge 
Original Equipment Market. Your salesmen will tell 
you... that Metalworking Purchasing Men are com- 
petent and understanding. ..that they have atleast 
a working engineering knowledge, and that many 
are actually engineers...that Purchasing is the 
source of ‘‘passports’’ to Engineering...that 
Metalworking Purchasing Men act as mediators in 
reconciling the needs and wishes of Engineering, 


Purchasing Men in Metalworking. The 
cost is “peanuts” when measured against 
the increased efficiency and effective- 
ness of your sales operation. 


Sales. That’s Purchasing’s job. 


‘shaver (which I bought and did 


|marriages taking place 


to wit, 


riages have declined from a peak of 
2.3 million a year in 1946 to 1.5 
million in 1954, a drop of about 
35%. This does not mean that 
love and stars above no longer 
rhyme but merely that the low 
birth rate of depression years i 
catching up to us. 


Our figures on diamond sales 
would have no comparative value 
if given in terms of dollars. To! 
get worth while figures, we com- 
pare imports of diamonds, in terms — 
of cut carats, with the number of 
in this 
country. Marriages were down) 
nearly 4% in 1954 from the 1953 


| total. But instead of a drop in the 
cut carat weight of diamonds im- 


r 
| 


The Canterbury Press 


ported into the U.S., there was a 


If you will read the enclosed 
eaflet describing the rather mirac- 
ulous properties of Saranette, a 
carpet made by our client, C. H. 
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Masland & Sons, you will appreci- 
ate that pets and children are no 
longer the carpet problem they 
once were. 

If you’d like to buy one, R. H. 
Macy handles them in New York 
and the price is not exorbitant. 

Yours for happier dog days! 

Kart KNIPE, 

Vice-President, Anderson & 

Cairns Inc.. New York. 


Kiwanis Offers Public 
Service Announcements 


To the Editor: We, here in the 
general office of Kiwanis Interna- 
tional, read each issue of ADVER- 
TISING AGE with keen interest. 

In the July 4 issue, I want to 
compliment you on the excellent 
editorial under the heading, “Here, 
Advertising Can Serve.” 

We in Kiwanis are especially in- 
terested in the statement made 
toward the latter part of the edi- 
torial as follows: “Advertisers can 
do an amazingly effective job in 
this area because one of the truly 
significant human urges is the urge 
to be well thought of by one’s fel- 
low men—to have the respect and 
admiration of one’s peers.” 

Kiwanis International, through 
the efforts of its public and busi- 
ness affairs committee, has just 
finished the production of a series 
of radio spot announcements which 
will be promoted for use by radio 
and television stations through the 
efforts of local Kiwanis clubs. 

There are five one-minute spot 
announcements in this series. The 
first two are done by the out- 
standing Halloran quartet which| 
I am sure is a well known musical 
organization to all people, especial- 
ly in the midwestern area. The 
other three spot announcements 
were done with musical back 
ground, using the voice of Cliff 
Johnson of the famous Cliff John- 
son family. 

In this series we have attempted 
to do just the very type of thing 
which you are asking for so defi- 
nitely in your editorial. 

Under separate cover, I am tak- 
ing the liberty of sending you a 
complimentary copy of this record 
which was produced by the Radio 
Corp. of America in cooperation 
with the Harold Gingrich Produc- 
tions. 

Public service time on radio and 
television stations certainly could 
well make use of these spot an- 
nouncements which do not neces- 
sarily have to be given the Kiwanis 
tag line for credit. It is a job that 
we want to get done and not a 
position of desiring credit for the 
attempt. 

Although Kiwanis clubs will be 
encouraged to furnish this record 
free to radio and television sta- 
tions, certainly we would not hesi- 
tate to furnish this record to any 
radio station requesting it if they 
wish to do an effective job even 
outside of the Kiwanis club sup- 
port. The cost of the record is $3, 
post paid, and local Kiwanis clubs, 
if encouraged by their radio and 
television program directors, cer- 
tainly ought to make this record 
available free of charge to the sta- 
tion. 


L. A. HapGoop, 
Director of Activities, Kiwanis 
International, Chicago. 


° ° ° 
Agricultural Publishers 
Launch News Bulletin 


To the Editor: Enclosed is the 
first issue of our monthly farm 
market bulletin, entitled “Today’s 
Agriculture.” 

This initial bulletin went to 
approximately 11,000 advertising 
people, which includes advertising | 
agencies and advertisers, as well as 
publishers and representatives. 

The bulletin is edited by Lloyd 
Burlingham, a farmer in his own 
right and an agricultural writer 
and radio commentator. 

The purpose of the bulletin is to 
give to advertisers and agencies | 


each month the true agricultural 
situation. 
E. C. NasH, 
Executive Secretary, Agricul- 
tural Publishers Assn., Chi- 
cago. 


No Boasting from AA Experts 

To the Editor: Some of your 
columnists, and particularly James 
D. Woolf, have been having a field 
day in ridiculing and tearing apart 
numerous ads, many of them suc- 
cessful in their own right. 

Might I suggest these self-ex- 
pressed experts in their field start 
reproducing some of their own re- 
creations as examples of the per- 
fect type of advertising that they 
profess to consider perfect promo- 
tion. 

Anybody can criticize but let’s 
find out how basic and construc- 
tive their criticism is. 

Irvinc LEvy, 

Irving Levy Promotions, New 

York. 

This suggestion sounds good but 
is impractical. And besides, AA 
doesn’t want its columnists brag- 
ging about how good they are. 


Cay it with 
CUPERIOR PLATES 


No flowery language from us . . . just down-to 
earth quality plates that “blossom” on the 
printer’s press . .. and reasonable prices too! 
Call us .. . SUperior 7-7070 


GRAVING COMPANY 
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CHICAGO'S FOREMOST PHOTOENGRAVING AND OFFSET PLATEMAKING PLANT 
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STEEL IN ITs BACKBONE 


TT 


mie 


WITH LARGE BETHLEHEM STEEL CO. AND JU. S. 


STEEL CORP. PLANTS HEADING THE LIST 


The Total Of Other 
Industrial Payrolls 
Exceeds That of Steel 


The Bethlehem Steel Company alone, with the completion next year 
of a new $5,000,000 rod mill, will have spent $75,000,000 for mod- 
ernizations and additions to the Johnstown Plant since 1951. This is 
evidence that the “steel in Johnstown’s backbone” is going to stay 
and grow and form the basis of a lasting and prosperous economy. 
See that Johnstown is included on every schedule. 


No Outside Daily With Over 3% Coverage Of The Market 
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Safeway Reports Earnings Off 

Safeway Stores Inc. reports its 
net earnings off 16.1% for the first 
half of 1955, compared with the 
like period of 1954, despite an 8% 
sales rise. It attributes this largely 
to severe trading stamp, loss-leader 
and other forms of price-cutting 
competition. Operations also were 
affected by sharp declines in cof- 
fee prices and to a strike of store 
employes in the greater New York 
area. The company’s 1955 net for 
the 24 weeks ended June 18 is re- 
ported as $5,553,500, compared 
with $6,615,971 in the comparable 
54 period. Sales of $887,210,738 
were reported for the period, com- 
pared with $821,863,404 a year 
earlier. 


Abbott Labs Names Sara Watts 

Sara Hervey Watts, former food 
editor of Country Gentleman, has 
been named consultant on home 
economics of Abbott Laboratories, 


North Chicago, Ill. The magazine 


will suspend publication in Au- 
gust (AA, June 13). Mrs. Watts 
had been food editor ten years. 
As an Abbott consultant she 
will work out of her home in Ithan, 
Pa., providing food editors with 
information about Sucaryl, non- 
caloric sweetener. 


Ware Leaves Commerce Dept. 

Joel B. Ware, who has headed 
printing and publishing activities 
in the U. S. Department of Com- 
merce for more than a year, has re- 
signed, effective August 12. Mr. 
Ware, once a Crowell-Collier ex- 
ecutive, plans to take a trip to 
Europe and then return to the pa- 
per industry in Chicago. 


‘Playboy’ Names Printup 

Playboy, Chicago, has appointed 
Hale Printup & Associates, Miami, 
southern advertising representa- 
tive. 


McGraw-Hil! Show 
Features Academic 


Engineering Gains 


NEw York, July 26—An unusual 
exhibit, designed to show non- 
commercial engineering develop- 
ments in American universities 
which can improve industrial pro- 
duction techniques will be spon- 
sored by McGraw-Hill Publishing 
Co., Sept. 6-16, simultaneously 
with the National Machine Tool 
Show, in Chicago. 

The McGraw-Hill exhibit at Na- 
vy Pier, titled Production Engi- 
neering Show, is sponsored jointly 
by three of the company’s publica- 
tions—American Machinist, Con- 
trol Engineering, and Product En- 
gineering—in cooperation with 
Clapp & Poliak, manager of the 
machine tool show. 


The Production Engineering 


Te 


PARENTS’ MAGAZINE'S 
ALBUM OF 


ragged!” 


= ——_z_———— 


This is JOE McCAFFREY, 

V. P. and Advertising Manager, 
Vaisey-Bristol Shoe Co., 
Monett, Missouri 


proud dad of ten J-named “Jumping 
Jacks*’’ (a Famous Fathers record) he 
speaks with unimpeachable authority: 


“Keeping ten growing youngsters well 
shod the year-round is a challenge even 
to me. These ten 
enough mileage to run a budgetometer 


As buying guide for 1,625,000 
families with over 3,250,000 children, 
we concur. 
for advertisers—PARENTS’ is 

first in children’s shoe advertising 
linage for 17 consecutive years. 


‘J-walkers' click off 


And here’s sales mileage 


Show will not demonstrate any 
finished product or system as yet 
commercially available, but will be 
devoted to university research now 
in progress. 


® Highlights will be displays 
pointing the way to improvements 
ranging from better care of polio 
patients to fully automatic year- 
round air-conditioning systems; a 
replica of the first university nu- 
clear reactor to be used to further 
development of peacetime atomic 
energy; a servo-machine which 
can perform functions in the same 
way a human operator does and 
a machine capable of making “yes” 
or “no” decisions upon request. 

Participating in the exhibit are 
Case Institute of Technology, Cor- 
nell University, Illinois Institute 
of Technology, University of Illi- 
nois, Massachusetts Institute of 
Technology, University of Michi- 
gan, Northwestern University, and 
Ohio State University. Graduate 
students from each university will 
be used to demonstrate the signif- 
icance of the engineering develop- 
/ments. 


Carnation, Lion Oil Buy 
Ziv’s ‘Highway Patrol’ 
“Highway Patrol,” the latest tv 
film series to be offered for syndi- 
cation by Ziv Television Programs, 
‘New York, already has been sold 
in nearly 40 markets. The new 
'show stars Broderick Crawford. 
Carnation Co. will sponsor the 
series in several northwestern 
cities. Lion Oil Co. bought the show 
for Mississippi, Arkansas, Louis- 
}iana and Tennessee markets. Weid- 
/mann Brewing Co. will present 
“Highway Patrol” in Cincinnati, 
Columbus, Dayton and Indianap- 
olis. 


Stroh Buys Fairbanks Series 
Stroh Brewery Co., Detroit, will 
sponsor the “Douglas Fairbanks, 


tal Trade Mark of Aromatic Red Cedar 


—— Lining Manufacturers Association. 


CEDAR SYMBOL—In a move to iden- 
tify the high quality of their prod- 
uct and the promotional work of 
their organization, members of the 
Aromatic Red Cedar Closet Lining 
Manufacturers Assn. have adopted 
this three-color 2%x4” industry 
label, for use on all of their pack- 
ages of cedar closet lining. 


Jr. Presents” film series in seven 
western markets in three states. 
This program is being distributed 
by ABC Film Syndication in the 
areas outside the territory covered 
by Rheingold beer, original spon- 
sor. Zimmer, Keller & Calvert han- 
dles the Stroh account. 


Christopher Named V.P. 


William E. Christopher, for the 
past five years production man- 
ager of MacFarland, Aveyard & 
Co., Chicago, has been appointed 
a v.p. and member of the plans 
committee. 


1 
Leading glass dances 
and sways in the air 


” Display created and produced by Sigrist 
Display Advertising, Chicago, Illinois 


cs eo aes 
i 5 Set 


SPLAY MOT 


Hamm’s dancing glasses are 


* 
.-. sell more BEER 


helping to sway the 


public — and they are producing plenty of sales for the 
beer from the Land of Sky Blue Waters! Just one more 
example of the many special actions possible with 
Hankscraft display motors. You’ll find many other 


famous names in action with 


these low-cost, trouble-free 


motors. They operate for weeks without attention — 
and on ordinary flashlight batteries! 


FREE BOOK — of detailed information and drawings on all the Hankscraft display 
motor models, special applications, and tree engineering service that will help you 


plan the most effective animation for your 


THE 
Reedsburg, 


Sales Offices in these principal cities: 
CHICAGO °* PHILADELPHIA * 
DALLAS * TORONTO (Ontario) * 


THE HANKSCRAFT COMPANY 
Reedsburg, Wisconsin 


MINNEAPOLIS * 


display 


HANKSCRAFT COMPANY 


Wisconsin 


NEW YORK 
SAN FRANCISCO (Erlach Lee Company) 


Please send me FREE manual on Hankscraft Display Motors. 


Name 


Company 


Street Address 
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Hulton Readership 
Survey Adds Info 
on TV Set Owners 


Lonpvon, July 26—The impact of 
commercial television, impending 
in these British Isles, is reflected 
in the ninth edition of the “Hulton 
Readership Survey,” the largest 
and most complete survey of read- 
ership among media conducted in 
Great Britain. This year, the sur- 
vey has added fuller information 
on television ownership. Inform- 
ants have been asked whether their 
set is rented or owned, and if 
owned, how long they have had it. 

Other new features and modifi- 
cations in the study are: 


e A new classification of reader- 
ship figures by types of households. 
This addition results from work by 
the British Market Research Bu- 
reau, details of which are available 
in pamphlet form. This classifica- 
tion shows the readership habits of 
different types of households as 
opposed to individuals in those 
households. 


e Introduction of sole readership, 
showing the proportion of readers 
of one publication only among 
other publications of the same gen- 
eral type. 


e@ Detailed analysis of informants’ 
occupations analyzed by social 
class groups. 


e A more detailed analysis of age 
groups. 


e Analysis of housewives by age. 


e A map of the distribution of in- 
terviews. 


e Photograph copy of the ques- 
tionnaire used. 


The survey had started out with 
the aim of a sample of 13,000 in- 
terviews over a 13-week period. 
However, after nearly 12 weeks, 
the London newspaper strike 
started, and the interviews were 
stopped. The sample had reached 
11,592 interviews at that point. 


® Despite the curtailment of the 
field work, the sample retained its 
proper distribution. This was due 
to the initial quota design being 
balanced for each day’s field work 
and to daily control of the quotas 
thus established. 

The total number of individual 
publications covered in the report 
is 99, consisting of ten national 
morning newspapers, 16 Sunday 
newspapers, three London evening 
newspapers and 73 listed weekly 
and monthly magazines. 

Readership is broken down by 
age, family, gas and electricity 
users, house-owners, beer, liquor 
and wine drinkers, pipe and cigaret 
smokers, movie goers, cyclists, 
auto drivers, ‘“‘beauty-conscious” 
women and pet owners, as well as 
tv watchers. 

Hulton Press, which produced 
the survey, is the publisher of Pic- 
ture Post and other publications. 


‘Manufacturing Confectioner’ 
Buys N. Y. Publication 


Manufacturing Confectioner 
Publishing Co., Oak Park, IIL, 
publisher of Manufacturing Con- 
fectioner, has purchased Interna- 
tional Confectioner, New York. 
Mrs. Prodence Allured, publisher 
of the former magazine, said the 
two publications will be merged. 


Bowman Biscuit Buys TV 

Bowman Biscuit Co., Denver, 
will sponsor “Dr. Hudson’s Secret 
Journal” in 17 southwestern mar- 
kets. Ball & Davidson is the agency. 
This 30-minute film series is syn- 
dicated by MCA-TV. 


Roberts to Donahue & Coe 
Chester Roberts, formerly with 
Alfred J. Silberstein, Bert Gold- 
smith Inc., has joined Donahue & 
Coe, New York, in an executive 
capacity. 


Scott Adds Account 

Nerney Ford, Los Angeles, has 
named M. B. Scott Advertising, 
Beverly Hills, to handle its adver- 
tising. Initial plans call for the use 
of 2,000 spots on KLAC over the 
next year. The agency has also 
purchased three hours of morning 
time on KTTV, Los Angeles, for 
Thrifty Car Co., Bellflower. 


Sherman Joins H. M. Gardner 

Frederick Sherman, formerly a 
member of the creative plans board 
at Erwin, Wasey & Co., Los An- 
geles, has been named creative 
copy chief at H. M. Gardner & As- 
sociates, Los Angeles. 


Snow Crop Moves 


Snow Crop division of Minute 
Maid Corp. has moved its head- 
quarters to 488 Madison Ave., New 
York. The former location was 445 
Park Ave. 


TODAYNESS represents the confidence of 
management people in The OIL DAILY’s 
alertness and accuracy, reflected in 
their willingness to pay $25 and up 


per year for this vital service. 


45 


ADVERTISING REVENUE: 


GE EF 


ADVERTISING LINAGE: 


2nd six months business now on the books exceeds the total linage 
run in the same period last year! 


Redbook 


The Magazine for Young Adults 


“Publisher's First 6 Mos. Estimate 


"Fe TOTAL cincuLaTion is 2,1 75,000 


—highest in Redbook history. 


NEWSSTAND ciRcuLaTiON, now 908,000** 
—highest since Aug. '51 increase from 25¢ to 35¢ per copy. 


WINNER OF THE BENJAMIN FRANKLIN MAGAZINE 


AWARD GOLD MEDAL FOR PUBLIC SERVICE for “the most 
distinguished and meritorious service by an American magazine 
of general circulation during 1954.” 


Ist six months of '55 tops '54 by more than 14%. 


Redbook 
is Red Hot! 
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|convenience cf the “no-deposit, | 


|between these two companies are! pf 
no-return, 12-o0z. cans.” 


‘not unprecedented. a: 
|| The dispute was touched off by § 
"| Paul Zellweger, president of Pfaff, | @ 
" who warned that “over-emphasis |§ 
> on merchandising high-priced auto- 


Nehi Using Chicago 
Newspapers to Sell 
Canned Soft Drinks 


= The Chicago-only drive supple- 
ments a national newspaper cam- 
| paign being conducted by Nehi for. 


a 


Px 


~—iGiaGidbes—.—— 


Co.tumsus, Ga., July 26—Nehi all its beverages, bottled and matic sewing machines appealing |" fy, - sting Re 
Corp. is running a summer news- canned, in 435 markets. |to only 10% of the buying public | 8 luscious fruits join flavors 
paper drive in Chicago only to Nehi has achieved about 50% : » is not only unrealistic but danger- || in one refreshing juice! 
promote its canned soft drinks— | distribution for its canned drinks. | : a — . 


Royal Crown Cola, Nehi Root Beer, 


Nehi Orange Drink and Nehi Up- 
per 10. 

The campaign, running from 
July through Sept. 12, calls for 
large-space ads in the Chicago 
Tribune and Chicago Daily News. 


The ads feature Royal Crown— 


“the only leading cola in cans.” 
Copy and illustrations stress the 


FREE SAMPLE—New Scissors and Paste- 
Pot art service by the originators of cre- 
ative layout devices. Get your copy of 
the new monthly Clipper—all new in 
size, format, content, ideas — sample, 
yours to’ use without cost. Sensational 
introductory offer. No obligation — no 
salesmen. Address: Multi-Ad Services, 
Inc., Box 806A, Proria, Illinois. + 


| Acceptance is said to ke good in 


mer campaign is designed to stim- 
‘ulate this demand. 


Batten, Barton, Durstine & Os- 2 


F. Earl Crawford, advertising 
promotion manager of the Ob- 
server, Charlotte, N. C., has re- 
signed to form his own agency, F. 
Earl Crawford Co., in Charlotte. 
Before joining the Observer in 
1935, Mr. Crawford was classified 
manager of the Herald-Journal, 
Spartanburg, S. C., and in charge 
of new advertising accounts with 
the Chattanooga News. 


GENE FLACK 

Sales Counsel and 
Director of Advertising 
SUNSHINE BISCUITS, INC. 
Long Island City, N. Y. 


“I began reading Advertising Age in 1930! And I’ve read it 
regularly from that first issue on through the buena vista 


of 25 years! 


eee ee 


“Why? I like it! I like the complete news coverage, the for- 
mat, the composition, and the breezy style. Even the edito- 


rials make sense. 
“Sure, I have it delivered to 


my home where I can slap it 


in my bag and away again in the wild blue yonder—four 
minutes from now! Congratulations for a job well done. 


Sunshine to you always.” 


After 25 years, Mr. Flack speaks with the voice of 
experience. Why not have Advertising Age mailed 
to your home? Once you do, you'll make home study 
of AA a lifetime habit. A year’s subscription—52 issues 
—costs you only $3, less than 6¢ a copy! With it you 
get, FREE, a valuable handbook, “Point-Of-Sale Re- 
port By Leading National Advertisers.” 


Mail this handy coupon today. 


(Sea eB SB SB SB SS SS SS SS SE eS SE ee eee ee 
§ Advertising Age, 200 E. Illinois Street i 
t Chicago 11, Illinois A8-1 i 
‘ Please enter my one year subscription to Advertising Age at i 
i the regular $3 rate and send me free a copy of “Point-of-Sale 

. Report By Leading National Advertisers.” - 
i Na Title 5 
- Firm + 
‘ Address : 
| City Zone State__ + 
| C) Bill me [) Bill company [) $3 enclosed t 
fo 


- 


the Chicago market and the sum-| 


‘born, New York, is the Nehi'| 
agency. 
Crawford Forms Agency 


|BACKWARD MEASUREMENT—Darlene 
_Guidry, elected Miss Worth-Her- 
Weight-in-Inches by 2,000 U. S. 
and Canadian dealers of G. M. 
Pfaff Co., shows off measurements 
in New York at the third annual 
convention of the Independent 
Sewing Machine Dealers, July 18- 
20. Pfaff is at Kaiserslautern, 
Germany. 


Trade-In Plan Set 
by Sewing Machine 


Dealers at Meeting 


New York, July 26—A new 
trade-in program for sewing ma- 
chines was announced here at the 
third annual convention of the Na- 
tional Assn. of Independent Sew- 
ing Machine Dealers. 

Leon Jolson, president of Necchi- 
Elna Sales Corp., estimated that 
nearly 50% of sewing machine 
sales today include the trade-in of 
an old model. 

To encourage this trend, the in- 
dependent dealers are preparing to 
promote trade-in offers in the same 


,| way automobile dealers do. The as- 


sociation, working closely with 
manufacturers, will compile charts 
showing the trade-in value by year 
of each sewing machine on the 
market. 

The used machines accepted in 
trade will either be reconditioned 
by dealers for resale or exported to 
under-developed countries. 


® Mr. Jolson, who was co-chair- 
man of the dealer convention, said 
all makes will be accepted in trade, 
including Singer. Necchi-Elna and 
other sewing machine importers 
have pioneered in the develop- 
ment of the independent dealers. 
Singer still sells only through its 
own retail outlets but there have 
been reports recently that the old 
American company is contemplat- 
ing selling through the independ- 
ents. 

Mr. Jolson reported that there 
are now some 8,000 independent 
sewing machine dealers in the 
country and he said they account 
for more than 60% of the industry’s 
$250,000,000 volume. Their sales 
come primarily from the foreign 
makes. An estimated 40,000 units 
are now being imported each 
month. 

Mr. Jolson emphasized that the 
great growth in the sales of foreign 
makes has broadened the entire 
market and has not cut into the 
sales of domestic machines. 


‘NECCHI-ELNA,. PFAFF 
PFFFT ON HOW TO SELL 

New YorkK, July 26—Two lead- 
ing sewing machine importers were 
on record last week with sharply 
contradictory statements on how 
‘the industry should be selling. 

The disagreement between Nec- 
chi-Elna Sewing Machine Sales 
Corp., importer of Italian makes, 
and Pfaff American Sales Corp., 
importer of German makes, broke 
out at the annual convention of the 
National Assn. of Independent Sew- 
ing Machine Dealers. Public scraps 


= the most intricate sewing feats.” 


>| ous to the future of the market.” | sa 
| 


> |= Mr. Zellweger said Pfaff’s intro- | 
duction of the zig-zag mechanism | 


for home sewing machines kicked | 
off a competitive race within the 
industry, a race to produce “highly 
complicated machines performing 


This race has now put the indus- 
try ahead of the public, Mr. Zell- 
‘weger added. “Despite the technical 
advances in sewing machines, the 
vast majority of all home sewing is 
still alteration work, darning and 
simple dress-making,” he pointed 
out. 


@ Mr. Zellweger said the industry 
must therefore slow down and edu- 
cate the American women on how 
to use the new automatics. He 
warned that further advances in 
automaticity will make the sewing 
machine so complicated that it will 
lead to consumer dissatisfaction. 

Leon Jolson, president of Necchi- 
Elna, took immediate issue with 
Mr. Zellweger’s statement. He 
claimed that at the present time 
one-third of the sewing machines 
in the market are zig-zag and auto- 
matic. He asserted that the way to 
sell more machines to the Amer- 
ican woman is to convince her that 
little skill and effort are involved 
in sewing. 

Mr. Jolson said talk about the 
over-emphasis on the automatics 
is “holding back progress.” Necchi- 
Elna announced last week that it 
will spend $2,000,000 this fall to 
promote its new $340 “pushbutton” 
machine. 


Knox Reeves Names Two 


Knox Reeves Advertising, Min- 
neapolis, has appointed Bill Wheel- 
er and Howard W. Wilson account 
executives. Mr. Wheeler formerly 
was an account executive with 
Campbell-Mithun, and Mr. Wilson 
previously was executive assistant 
of Helene Curtis Industries. 


WTSP Appoints Forjoe & Co. 
Forjoe & Co. has been named to 
represent WTSP, St. Petersburg. 
The radio station formerly was 
handled by H-R Representatives. 
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8 LUSCIOUS FLAVORS—This ad in the 

Milwaukee Journal is part of a six- 

city market test Campbell Soup Co. 

is conducting through Needham, 

Louis & Brorby, Chicago, for its 
frozen FR-8 juices. 


Campbell Tests New 
Frozen FR-8, Using 
Papers in 6 Markets 


CAMDEN, July 26—Campbell 
Soup Co. has quietly withdrawn its 
canned FR-8 juice from market 
testing operations and is currently 
test marketing its frozen FR-8 
juice in six cities. 

Plans for an all-out campaign 
await results of the new tests. The 
frozen juice test cities are Milwau- 
kee, Toledo, Buffalo, Baltimore, St. 
Louis and Columbus. Campbell is 
using daily newspaper advertising 
and Sunday supplements. Need- 
ham, Louis & Brorby, Chicago, is 
the agency. 


Wade Appoints Opperman 

Henry J. (Hank) Opperman has 
joined the New York office of 
Geoffrey Wade Advertising as tv 
commercial supervisor. Mr. Opper- 
man formerly was with D’Arcy 
Advertising Co., assistant ad man- 
ager of Falstaff Brewing Corp., 
an account executive with ABC- 
TV and a producer-director of Du- 
Mont Television Network. 


Ellis Joins Canadian Reps 


Stearns R. Ellis, previously with 
Flamingo Films, has joined Ca- 
nadian Station Representatives 
Ltd., an affiliate of Adam J. Young 


\Jr. Inc., New York. 


Us to the test? 
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Advertising Age, August 1, 1955 


Coming 
Conventions 


*Indicates first listing in this column. 

Aug. 5-6. Midwestern Advertising Agen- 
cy Network, 3rd quarterly management 
and production workshop, Drake Hotel, 
Chicago. 

Aug. 6-9. Mail Advertising Service Assn., 
annual convention, Statler Hotel, Los An- 
geles. 

Aug. 15-19. Photographers’ Assn. of 
America, 75th anniversary convention, 
Conrad Hilton Hotel, Chicago. 

*Aug. 17-21. Affiliated Advertising Agen- 
cies Network, Edgewater Hotel, Madison, 
Wis. 

Sept. 10-14. Screen Process Printing 
Assn., International, 7th world convention, 
Ambassador Hotel, Atlantic City. 

Sept. 11-13. Advertising Federation of 
America, 7th District convention, Birming- 
ham, Ala. 

Sept. 11-13. Pennsylvania Newspaper 
Publishers’ Assn., classified clinic, Ly- 
coming Hotel, Williamsport. 

Sept. 12-14. Direct Mail Advertising 
Assn., 38th annual convention, Morrison 
Hotel, Chicago. 

Sept. 29-Oct. 1. Advertising Federation 
of America, 10th District convention, Bilt- 
more Hotel, Oklahoma City, Okla. 

Oct. 2-5. American Association of Ad- 
vertising Agencies, Pacific region annual 
meeting, Hotel Del Coronado, San Diego. 

Oct. 2-6. Outdoor Advertising Assn. of 
America, 58th annual convention, Jeffer- 
son Hotel, St. Louis. 

Oct. 3-5. Southern Newspaper Pub- 
lishers Assn., 52nd annual convention, 
Arlington Hotel, Hot Springs, Ark. 

Oct. 6-8. Pennsylvania Newspaper Pub- 
lishers’ Assn., 3lst annual convention, 
Roosevelt Hotel, Pittsburgh. 

Oct. 7-8. Advertising Federation of 
America, 3rd District convention, Sedge- 
field Inn, Greensboro, N. C. 

Oct. 7-9. National Advertising Agency 
Network, midwestern regional meeting, 
Dayton. 

Oct. 14-16. National Advertising Agency 
Network, eastern regional meeting, Atlan- 
tic City. 

Oct. 17-18. Boston Conference on Distri- 
bution, Hotel Statler, Boston. 

Oct. 17-18. Inland Daily Press Assn., an- 
nual meeting, Drake Hotel, Chicago. 

Oct. 17-19. Agricultural Publishers Assn., 
annual meeting, Chicago Athletic Assn., 
Chicago. 

Oct. 20-21. Audit Bureau of Circulations, 
4lst annual meeting, Drake Hotel, Chicago. 

Oct. 31-Nov. 2. Assn. of National Adver- 
tisers, annual meeting, Hotel Plaza, New 
York. 

Nov. 8-10. Fourth Canadian national 
packaging exposition and conference, Au- 
tomotive Bldg., Canadian National Exhibi- 
tion Grounds, Toronto. 

Nov. 14-16. Advertising Essentials Show, 
sponsored by Advertising Trades Institute, 
Biltmore Hotel, New York. 

Nov. 14-16. Public Relations Society of 
America, annual national conference, Am- 
bassador Hotel, Los Angeles. 


Penn Salt Names Mills A.M. 


Robert T. Mills has been named 
advertising manager of Pennsylva- 
nia Salt Mfg. Co., Philadelphia, 
succeeding Paul C. Hurley, recent- 
ly appointed sales manager of 
Pennsalt’s laundry and dry clean- 
ing products department. The ad- 
vertising department has become a 
part of the company’s administra- 
tive services division, which also 
includes public relations, labor re- 
lations and personnel. Fred C. Ab- 
bott heads the division. 


Ley & Sinclair Adds One 


Ley & Sinclair, new San Fran- 
cisco agency formed by Jack Ley 
and F. Nat Sinclair, has been ap- 
pointed to direct advertising for 
Paulo Products Co., San Francisco 
manufacturer of Nest-a-Bed. Mr. 
Ley and Mr. Sinclair both were 
with Caples Co. before establishing 
their agency, Mr. Ley as general 
manager, and Mr. Sinclair as ra- 
dio-tv director. 


‘Look’ Promotes Marshall 


Lyal Marshall, who joined the 
promotion department of Look, 
New York, in 1951, has been named 
assistant research director of the 
magazine. He succeeds Phillip 
Agisim, who resigned to become 
director of marketing and planning 
for Edward Kletter Associates. 


Ekco Foil Names Davey A. M. 

Ekco Foil Container Corp., River 
Grove, Ill., has appointed Bruce 
Davey, formerly with Pure Oil Co., 
Chicago, advertising and sales pro- 
motion manager. 


» CINEMaSCOPE 


mw TECHNICOLOR @ 


sais 


BURNING MESSAGE—Universal Pictures’ new Cinemascope war story 
will be advertised in letters that actually “burn” because they are 
printed with red Day-Glo ink. The new posters, Universal’s first 
national outdoor poster campaign produced by Cunningham & 
Walsh, will cover 50 key markets across the country in August. 


/ 


47 


|southern states today, and in the 
West on Aug. 2. 

The same page size as Curtis’ 
Holiday, the new magazine is sold 


on Newsstands in 
only at newsstands at $1 per copy. 


Northeastern Area 'At this point no subscriptions will 


PHILADELPHIA, J ul y 26—Bride- be sought. National page rate now 
to-Be, the new national quarterly is $1,250 general, and $900 for 
to be issued in 15 editions by resorts and other specials. 


Bride-to-Be Inc., a subsidiary of 

Curtis Publishing Co., made its| Fleischman Named Ad Head 

appearance on newsstands in 12) freq R. Fleischman has been ap- 

states in the northeastern section pointed advertising and merchan- 

of the country on July 19. dising manager of Seabrook Farms 
Co., Seabrook, N.J., succeeding M. 


The edition included about 52 
full pages of advertising, including |G Remington, who has left the 
‘company. Mr. Fleischman, with 


three covers, and some resort and) 
Seabrook for 10 years, formerly 


direct mail advertising. However, 
was in the marketing department. 


‘Bride-to-Be’ Bows 


‘the bulk of the general advertis- 
'ing was purchased by retail stores, 
not manufacturers. 

Fairbanks Names Forsythe 


® The reason for this is that all; Jerry Fairbanks Productions, 


er & Finn, Chicago, to handle its tion. 


Reincke, Meyer Adds One ) advertising. The Richardson line is 
Richardson Rod & Reel Co., Chi- | being expanded and its new pro- 
cago, has appointed Reincke, Mey- (gram calls for increased distribu- 


15 editions will have the same edi- 
torial content, but with local and 


Hollywood, has named John For- 
sythe western sales representative 
nationalized sectional advertising. | for its tv and industrial film divi- 
Other editions will appear in the sion. He was formerly with the 
midwestern and north central and/| sales department of Ziv Co. 


<_ SAN FRANCISCO 4468 mi.” 
HONOLUL 1909 pi, 


z ae PME VOOR v.40 too 


who says WS 


impolite to point ? 


Whether you want to know the distance to Johannes- 
burg or the advertising worth of a magazine, certain 
signs are always good to be guided by. And the 
signs that point to The National Geographic’s con- 
sistent progress are almost as plentiful as those on 
this famous Canton Island signpost. 


We point with understandable pride to a cir- 
culation climb of 70°% in less than a decade 
— coupled with a voluntary renewal rate 
of 87.4%! In any direction among 
media, that’s hard to match. 


In short, here’s a well-travelled high- 

way that takes your message into 
2,000,000 high-income homes, reaching 

a selective audience of community, busi- 
ness and professional leaders... men and women 
with keen responsiveness to quality products 
and services — and with ample earning 


power to purchase whatever they want. 


Let us point up The National 
Geographic facts for you soon! 


THE NATIONAL 
GEOGRAPHIC 
MAGAZINE 


Washington 6, D.C. 


the most direct route 


to 2,000,000 high-income families 
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Dealer ads 


rate-holders—“feelers 


are done with equal skill. 
half acentury at it, to back this up. 
SAY P. But better send for free specimens. 


Nearly 


WALK aovertising TYPOGRAPHY 


Telephone MO 4-6134 @ 11 E.Hubbard, Chicago 11 


(Continued from Page 3) 
money spent going to toys for the|bracket. Youngsters between 11 and 
same group. About 25% of the toys 
and dollars were accounted for by 


Kids Under 7 Got Bulk of Santa’s 
” $920,000,000 Bagful, Toymakers Say 


children in the seven-to-ten age 


14, although about as numerous as 
those from seven to ten, received 


A-G:S: 


ee to 


RENTAL OF PROJECTION EQUIPMENT 


SALES PRESENTATIONS 
TRAINING PROGRAMS 


SLIDES FOR 


VU-GRAPH «+ VISUAL CAST 
35MM 2x2 ¢ LANTERN SLIDES 
STRIP FILMS ¢ STEREOS..... 


ALL ORIGINAL IN ANY QUANTITY 
Quality and Service Guaranteed 


only 9% of the toys and accounted 
for 13% of the dollars spent. And 
15% of the toys and 9% of the 
dollars went for children under 
two. 

About 93% of all toys sold were 
through regular retail outlets, with 
roughly one out of every 1,114 toy 
purchases made by mail. The 
prime outlet is the local depart- 
ment store which accounts for 23% 
of the sales and 27% of the retail 
dollars. Department stores, variety 
stores and five and dime stores 
account for 60% of toy sales. Of 
the toys purchased, nearly 60% 
cost $2 or less, but they comprise 


most important factors influencing 
toy selection. Roughly two-thirds 
of the toy buyers knew in advance 
what type of toy the child wanted. 
At the counter, important consid- 
eration was given to durability 
and price. 

Complete copies of the survey 
are available through the Toy 
Manufacturers of the U.S.A., 200 
Fifth Ave., New York 19, at $10 
each. 


Creamer-Trowbridge Adds 1 


Creamer-Trowbridge Co., Provi- 
dence, R.I., has been appointed to 
handle advertising for W. J. Hal- 
loran Co., Providence, truck, rig- 
ing and erection service. Regional 
publications and direct mail will 
be used. The agency has appointed 
J. Howard King production man- 
ager. 


William Miller to Hickerson 


William A. Miller, formerly with 
J. M. Mathes Inc., has joined J. M. 


Oregon Grocer, 
Enraged, Leads 
‘Koupon Krusade’ 


(Continued from Page 3) 
any goods sold in his store. 

The fact that a coupon is good 
for a specified brand only and for 
a limited period, he says, is ridicu- 
lous. In the first place, he insists, 
many coupons have misleading 
specifications in fine print, many 
do not have a date limitation, and 
many chain and independent gro- 
cers accept coupons as cash for 
merchandise of any kind. 

Mr. Dickson showed AA a recent 
advertisement of Safeway Stores, 
which declared, “Coupons are cash 
at Safeway. We will redeem all 
coupons issued by manufacturers 


» ALLEN: -GORDON: *SCHROEPPEL AND REDLICH INC 


about 16% of retail dollars. 
180 WEST RANDOLPH STREET + CHICAGO 1, ILLINOIS + FRonklin 2-6888 . The child’s wish was one of the 


DO YOU RECOGNIZE THIS BABY? 


He’s a winner in one of the Carnation Milk’s Health 
Baby Contests recently held in cities from coast to 
coast ...and representative of the fast growing, 
important Negro market, worth $15 billion in 
annual buying power . . . a buying element increasing 
faster than any other population group. 


or food retailers with same or like 
value merchandise up to the 
amount of purchase.” 

The Safeway ad was a direct 
mail piece, mailed at Albany, Ore., 
at bulk mail rate. The coupon of- 
fer, the ad said, was good “at every 
Safeway Store in Oregon and 
southwestern Washington.” 


Hickerson Inc., New York, as an 
account executive. 


® Mr. Dickson claims that his store 
—Dickson’s National Brands Corral ' 
—grosses $500,000 a year in dry 
groceries. He has been accepting 
coupons at cash value for the past | 
five years. At one time, he says, ail 
he used to shop regularly at Safe- 

way stores and buy groceries strict- 

ly for coupons, until the manage- : 
ment put a stop to it. 

Three years ago he flew to 
Washington, D. C., and offered to 
pay his income taxes with coupons, { 
but the Treasury Department de- 
clined the offer. 

He claims that there are billions 
of dollars outstanding in unre- 
deemed coupons, and that most of 
the coupons are worth cash. There 
has never been a court test of the 
validity of unredeemed coupons, 
he says, and he hopes to be able to 
get a case started as a test some 
time in the near future. 

Mr. Dickson asserts that Life 
refused to run an ad he submitted 
about three years ago, and that he 
has been turned down regularly 
by the Portland Oregonian and the 
Oregon Journal. When he was in 
Washington, D. C., he says, the 
Washington Star refused to accept 
his advertising. 


Because Negroes Believe 
in Negro Newspapers 


..- Carnation Milk and more 
than 475 other National 


Advertisers are Successfully 
Using These Newspapers to Create: 


GREATER SALES 
HIGHER ACCEPTANCE 
STRONGER LOYALTY 


® He says he doesn’t blame the 
newspapers, because “they have to 
protect their bread and butter.” 
But he thinks “it’s a damn shame 
that so many consumers neglect 
to cash in their coupons.” 

Mr. Dickson intends to continue 
the “Koupon Krusade” to get peo- 
ple to use their coupons. “If every- 
body did,” he says, “manufacturers 
would soon find out that couponing 
is too expensive a promotion gim- 
mick, and retailers wouldn’t be 
hounded and harassed by these un- 
sound, disruptive and phony pro- 


Faith moves mountains of merchandise, when the merchan- 
dise is advertised in API Negro newspapers. This belief is 
readily translated into sales for advertisers. Negro news- 
papers have built a rare relationship of intimacy with the 
colored family not approached by any other medium. No 
other medium offers local, national and international news 
written exclusively for and about Negroes . . . No other 
medium has the background of editorial accomplishment 
... No other medium enjoys the high readership (70 to 
100% for all pages, a recent survey for one API paper 


disclosed) . "No other medium can 1 create acceptance for 
your Sasa or strengthen existing loyalties, like API 
newspapers. For constructive suggestions, special market- 
ing information and helpful merchandising assistance, call 
on the nearest API office. 


Basic Media: 
BALTIMORE, AFRO-AMERICAN* 
CHICAGO, DEFENDER* 
CLEVELAND, CALL AND POST* 
COLUMBUS, OHIO SENTINEL* 
DALLAS, EXPRESS* 


DETROIT, MICHIGAN CHRONICLE* 


When You Use 
Negro Newspapers 
You Are “Putting 
Out the Welcome 
Mat” and Extend- 
ing a Direct 
Invitation to Buy. 


55 New Montgomery St., San Francisco 5 
SUtter 1-6072 


FORT WORTH, THE MIND 
HOUSTON, | NFORMER* 
KANSAS CITY, THE CALL* 
LOS ANGELES, 

THE CALIFORNIA EAGLE 


31 West 46th St., 


New York 36, N. Y. 
JUdson 2-1177 


LOUISVILLE, DEFENDER* 
MEMPHIS, TRI-STATE-DEFENDER* 
MINNEAPOLIS, SPOKESMAN 
NEWARK, N. J., AFRO-AMERICAN® 
NEW ORLEANS, 
LOUISIANA WEEKLY* 


Pacific Coast Representatives: 


ASSOCIATED PUBLISHERS, INC. 


166 W. Washington St., Chicago 2, III. 
AD) ANdover 3-6343 


ROBERT C. WHALEY COMPANY 


NORFOLK, 


THE TRIBUNE* 


JOURNAL AND GUIDE* 
PHILADELPHIA, AFRO-AMERICAN* 


RICHMOND, AFRO-AMERICAN* 
SAVANNAH, TRIBUNE* 
ST. LOUIS, THE ARGUS* 


6513 Hollywood Blvd., Los Angeles, Calif. 
HOllywood 3-7157 


SAN FRANCISCO, SUN-REPORTER* 
ST. PAUL, RECORDER 
TAMPA, FLORIDA SENTINEL 
WASHINGTON, AFRO-AMERICAN* 
NATIONAL, AFRO-AMERICAN* 
CHICAGO DEFENDER* 

*ABC Audited Circulation 


“MORE NATIONAL ADVERTISERS USE NEGRO NEWSPAPERS THAN ANY OTHER MEDIUM DIRECTED TO THE NEGRO FAMILY.” 


motions.” 


Provandie Heads Adclub 


Paul H. Provandie, partner of 
Hoag & Provandie, Boston, has 
been elected president of the 
Radio-TV-Advertising Executives 
Club of New England. Other new 
officers are Arthur Haley, WORL, 
Boston, ist v.p.; Gerald Harrison, 
WLLH-WMaAS, Lowell and Spring- 
field, 2nd v.p.; Bruce Pattyson, 
John Blair & Co., treasurer, and 
Charles Hutchinson, Chambers & 
Wiswell, secretary. 


Craftsman Appoints Dean 

Phil Dean Associates, New York, 
has been named to handle public 
relations and publicity for the 
new tv film distributor-producer, 
Craftsman Films, New York. First 
property to be distributed by the 
company is the “Greatest Fights 


of the Century” series. 
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Department Store Sales... Ty 1. : +" oa bien “ee lial iow. — - + - of the American Assn. for the 
c r | ranci jo a cove . | 
St. Paul City ............ -1 +00) ‘jet eae Ae P 6 ; g| United Nations to become promo- 
St h fe) bd . Cities Oakland City ...-..... i. +8 + 6j|tion coordinator for TPA. 
ores OW (e] aln In lu y ee Duluth-Superior ...... + 4 i) Bam JOOe cscs. wa, . 
Kansas City District . +14 4&9 i ee +3 + °%)'Clyub Management’ Names Re 
w Metropolitan Areas Salt Lake City... +14 +422 g s Hep 
ASHINGTON, July 28—As they| Augusta ~ +9 *| Denver a ere +12 —10| Club Management, St. Louis, has 
have all summer, department store' ole —raa sepcciaslitadinasianilli tT. of S Topeka +-13 +10 Spokane + 5 +7 appointed Smith & Hollyday, San 
sales continue to roll along at aj MRQxvMe wom 4898 Wehll nnsahat] Tacoma +15 +13/Franciseo and Los Angeles, to rep- 
good 10% above last year’s levels.| city Albuquerque cs... 413 4 g|*—Data met aveliehie. resent it in 11 western states. 
' For the latest measured week—that | Tampa -.cceescccoceesssosssssnsnsesen +2 —8| Oklahoma City ............. +8 +8 Simpson-Reilly Ltd. formerly rep- 
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ld i. +13 +9] Dallas District ................ r4i4 48] Television Programs of America, | W&st- 
according to the Federal Reserve| Indianapolis... +33 0-33) “Si ce... +10 —1\New York, tv film producer-dis- 
Board. Sales for the four-week eee +13 +17] #1 Paso «........................ +15 +83) tributor has added three new 
; period endin on that date were i eee +11 + 8 We WEEE careseeen............. wt 9 a ° 
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Minneapolis District ............ +9 +98 Westside Los Angeles... + 6 +4 g|WLS, Chicago. Eleanor Gardiner ——_ po pe 
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Change From 1954 


Week Ended ( gj +12% 
July 23, 1955 | 


Fees 2 | 
Gestalt Advertising , 


Jan. 1 to 
July 23, 1955 § 46% 2 


10% ahead of 1954, and year-to- * 


date sales were 6% ahead. 

All 12 FRB districts shared in 
the gains over last year, as follows: 
Boston, 2%; New York, 5%; Phil- 
adelphia, 15%; Cleveland, 18%; 
Rochester, 17%; Atlanta, 16%; 
Chicago, 12%; St. Louis, 10%;) 
Minneapolis, 7%; Kansas City, 8%; | 
Denver, 11%, and San Francisco, 


i 
C 


Sales Barometer Metropolitan Areas SACFAMENEO ....0-000000000200.0........ +3 


5%. 
: 
% Change from ot 
H | Week Ending, 
! | Federal Reserve July July, 
District, Area and City 9 16 | 
UNITED STATES ...............000004 +13 +10 
/ Boston District ..............:0008 + 8 +5 
{ Metropolitan Areas 
BIE cinatinieipennedntitelacensintnisnie +19 +4 
Downtown Boston ............ +4 + 7, 
Suburban Boston ............. +18 —2 
CaMbridge ....cssvcccsssecsseesses +11 —7 ————— 
Quincy +19 — 8) 
i Lowell-Lawrence ............ +12 +12 
| § Cities 
Pe 2a ET +7 + 5) 
! PPUDUREGIGD  hrccecoccsscccssvcescesssnse +10 +7 
New York District ................ r+5 +7 ING . 
Metropolitan Areas mis 
i eS ait 9 G 
< New York-N.E. New IN 
NN init atinneninnenilingnitit +9 +7 M 
BOE sceneries +7 +7 a0 
yg RES r5 45) 
MOD castecnccccvtsotincnissccrmnts r+ 2 + 3 
| PC RIIID sccticesserrevizverecerevnceie +1 +12 
Philadelphia District ............ +19 +11 
i Metropolitan Areas 
PIII sicnctstenectonscecosses r+29 +13 
TIO eiccscesecesssecsnssccesesssecovere +14 —4 


BANOO  wecarnstinsincininicicviarren +17 +16 ee e se 
gE ee +17 +11 

II = sintesiiconcrecosnecnsinsisobubibia’ +33 +16 

IIE aicttieecetnecriesitnisieniain +19 + 6 ,& 


Wilkes-Barre—Hazleton .. r+25 +12 \ 


Cleveland District ................ +21 +18 . . 

Metropolitan Areas 
a 418 —2 lion Dellar WV 
Akron +13 +11 


ee 


| Cincinnati ccna $17 416 
! CRB V CIR cncrcccrscsecseorscescsecvassose +22 +22 . 
a 7. +7 NOT COVERED BY LOS ANGELES 
| IEE - crnntenpncecreonapyeoninitinnsistann +26 422 
| tea re AND SAN FRANCISCO NEWSPAPERS 
| ae : SACRAMENTO BEE 
NS ne 429 425 ' . : “hase 
Richmond District ............. r+1l +12 California’s Billion Dollar Valley lies inland — isolated from { 
Metropolitan Areas 4 png: . re “ - DESTO BEE 
Washington in - +10 416 distant Coast cities by mountains. This independent, self- © Pine 0 
ntown Washington .. r— 14 : F : ie? : lg 
Faron: phe ae a a ARS Be contained area is bigger than Illinois, has more population ; tee S 
ONES cnpenscsctnseressncacintesonts +9 + 8 Yy i 
Atlanta District 0.0.0.0 r+19 +13 than Colorado. ey ‘/ERESNO BEE 
a ia a Valley families have over $3% billion in spendable income ' y 4 
Jacksonville ronan th (more than San Francisco and Oakland combined), and over VA 
BITEERR © sevecincecevcsccosnssenscccosnecoees ° . : ° 
t half of California’s gross farm income.* You’re not selling 
California unless you’re selling the Valley. And to cover it in 


ene depth, you need the three Bee newspapers, each the strong 
4N?| 5500 local favorite in its part of the Valley. 


IPOLICE 
ICHIEFS 


= ing, arms and equip- papers 
» ment for 250,000 policemen. 


. Uniforms, weapons, commy- 
. nications, conveyances, NATIONAL REPRESENTATIVES . . . O'MARA & ORMSBEE 
parking meters, ‘raffic sys- 
tems: SELL ‘em by TELLING 
‘em...in ideally selective | 
LAW ond ORDER. 


* 1955 Consumer Markets 
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Gaither 
ALWAYS PITCHING—J. A. Reinemund, 


an-Thomas Advertising Co., Omaha, shows execu- 
tives of Tidy House Products Co. a budget chart por- 
traying a profitable fourth quarter in ’55. Looking 


Rapp Reinemund 


head of Buchan- 


tising manager. 


Ramsey Corson 


at the chart are these Tidy House officials: E. T. H. 
Gaither, sales manager; J. C. Rapp, president; A. W. | 
Ramsey, executive v.p., and Barney Corson, adver-_ 


‘Christian Herald’ Names Two 
The Christian Herald, New York, 
has appointed Paul Laidley Jr. 
eastern advertising manager. He 
previously was with Better Living 
and the Fawcett Women’s Group, 
and pricr to that was an assistant 
ad manager of Lever Bros. Co. The 
publication also has appointed 
Clip Boutell, formerly with Den- 
hard & Stewart, New York agency, 
to its eastern advertising staff. 


the greatest 
sales 
incentive 

in the world. 


The “magic of mink’’ 
will cause the excitement 
needed to build sales 

in ony sales promotion 
or contest for ony 
client. See how 
you can add 
action to your 
campaign at a 
surprisingly low 
cost with ¢ 
world’s greatest 
sales stimulator 
. + » MINK, 


Send for complete details 
« . and brochure 
on the “Magic of Mink” 


MANOR FURS 


THE LARGEST INVENTORY OF FURS IN THE WORLD 
CRAFTSMEN IN FINE MINK FOR OVER 3 DECADES 


MANNY PRUSKAUER CO. 
318 W. ADAMS ST. CHICAGO, ILLINOIS 


(Continued from Page 2) 
public interest. Winners will be 
announced in the Review’s issue of 
Aug. 6. 

A panel of 35 educators, publish- 
/ers, public opinion analysts, schol- 
ars and advertising and public re- 
lations executives chose the 24, as 
well as the tv programs. No radio 
citations were made this year. 

The Saturday Review said more 
than 200 campaigns were studied 
and screened in a review of adver- 
tising covering the past year. 


= Here are the 24 advertisers who 
| won awards, listed by the ad agen- 
cy which handled the copy: 

N. W. Ayer & Son: Bell Tele- 
Phone System, Caterpillar Co., 
_Container Corp. of America, Phila- 
delphia Bulletin. 

Batten, Barton, Durstine & Os- 
born: Ethyl Corp., Minneapolis 
Star & Tribune, U.S. Steel Corp. 

Benton & Bowles: Advertising 
Council (better schools). 

Leo Burnett Co.: Sugar Infor- 
mation Inc. 

Calkins & Holden: Rand McNal- 
‘ly & Co. 


ls you got something 


you wanta sell in the Miami 
market, and want the 


lowest cost per M buy, then 


call your Hollingbery man! 


James M. LeGate, General Manager 


5,000 WATTS - G10 KC - NBC Affiliate 
National Rep., George P. Hollingbery Co. 


Metropolitan Life, ‘See It Now’ 
Win ‘Saturday Review’ Top Awards 


Cole & Weber: 
Timber Co. 

Cunningham & Walsh: Kennecott 
Copper Corp. 

Foote, Cone & Belding: Adver- 
tising Council (forest fire preven- 
tion). 


Weyerhaeuser 


# Fuller & Smith & Ross: Grum- 
man Aircraft Engineering Corp. 

Hazard Advertising Co.: Amer- 
ican Cyanamid. Co. 

Houck & Co.: Norfolk & Western 
Railway Co. 

Jones & Brakeley: Bethlehem 
Steel Co. 

Kenyon & Eckhardt: Chase Na- 
tional Bank. 


Lennen & Newell: United Air- 
craft Corp. 

J. M. Mathes Inc.: Union Car- 
bide & Carbon Corp. 

McCann-Erickson: John Han- 


cock Mutual Life Insurance Co. 

J. Walter Thompson Co.: East- 
man Kodak Co., Employers Mu- 
tuals of Wausau. 

Young & Rubicam: Metropolitan 
Life Insurance Co., Parke, Davis & 
Co. 


# Winning tv programs and spon- 
sors were cited as follows: 

Aluminum Co. of America (“See 
It Now,” CBS-TV) for “continued 
sponsorship, without interference, 
of a program of vigorous television 
journalism, which constantly 
pushed forward the frontiers of in- 
telligent discussion and controver- 
sy.” 

Aluminum Ltd. of Canada, Nor- 
cross Greeting Cards, Scott Paper 
Co. and Zenith Radio Corp. (“Om- 
nibus,”’ CBS-TV) for “continued 
willingness to underwrite a pro- 
gram that brings to television 
material that would not ordinarily 
find a place on the tv schedule, 
material that breaks through es- 
tablished formulas to please the 
judicious without patronizing the 
larger public.” 

Pet Milk Co. and Armour & Co. 
(“George Gobel Show,” NBC-TV) 
for “prompt recognition of a fresh, 
wholesome talent for comedy, and 
for preserving a large part of the 
unique quality of the talent and 
program after launching.” 


s American Dairy Assn., Amer- 
ican Motors Corp. and Derby Foods 
(“Disneyland,” ABC-TV) for 
“large-scale, impressive, skillful 
programs which at one stroke an- 
nihilated the notion that programs 
for children must be vulgar, vio- 
lent or silly.” 

The major networks (Army-Mc- 
Carthy hearings) for “dramatic 
revelation of the power of televi- 
sion to inform public opinion on is- 


| | cies 


; sues vital to our democracy.” 


Ten runners-up and their agen- 
in print advertising were 
| Aetna Insurance Group (Charles 
W. Hoyt Co.), Diamond Alkali Co. 
| (Fuller & Smith & Ross), Goodyear 
| Tire & Rubber Co. (Kudner Agen- 
cy), Rayonier Inc. (Brooke, Smith, 
|'French & Dorrance), Equitable 
| Life Assurance Society (Kenyon & 
Eckhardt), Massachusetts Mutual 
Life Insurance Co. (J. Walter 
|Thompson Co.), Tennessee Gas 
Transmission Co. (H. B. Humph- 
rey, Alley & Richards), U.S. Inde- 
|pendent Telephone Assn. (J. M. 
|Mathes Inc.), Warner & Swasey 
Co. (Griswold-Eshleman) and 
Western Electric Co. (Cunningham 
& Walsh). 


= Five tv programs that were 
runners-up: 

U.S. Steel Corp. (“Theatre Guild 
of the Air,” ABC-TV); CBS-TV 
(“The Search” and “The American 
Week”); NBC-TYV, television opera; 
American Chicle Co. and Quaker 
Oats Co., “Zoo Parade.” 

American Broadcasting Co. won 
special mention “for vigorous and 
imaginative enterprise in challeng- 
ing the two major networks, NBC 
and CBS, and in building a third 
force in programming for the 
American public.” 


Hazelhotf and Smith 
Appointed by NBC-TV 

Erik Hazelhoff, who organized 
NBC’s telesales department to han- 
dle closed circuit telecasts for 
business meetings, etc., has been 
named to the new post of manager 
of participating programs for NBC- 
TV, New York. He has been with 
the network since 1952. 

Named to replace him as man- 
ager of the telesales department 
was Peter J. Smith, a writer-pro- 
ducer since January. Before join- 
ing NBC, Mr. Smith was with Ful- 
ler & Smith & Ross. 


Radio, TV Reps Appoint 


F. A. Tessin, formerly with 
Headley-Reed Co., has been named 
radio sales manager of Free & Pe- 
ters, San Francisco. Alan Torbet, 
former general sales manager of 
KSFO, who resigned recently to 
purchase a northern California ra- 
dio station, has been named man- 
ager of Headley-Reed Co. His ap- 
pointment is an interim job to or- 
ganize and manage a new Headley- 
Reed office at 110 Sutter St., San 
Francisco. 


Boss Heads Spokane Office 


Martin Boss has been appointed 
manager of the Spokane office of 
Pacific National Advertising Agen- 
cy. With the agency five years, he 
succeeds Vernon L. Cary, who 
founded the agency’s Spokane of- 
fice six years ago and now goes to 
Albertson’s Food Centers Inc., Pa- 
cific Northwest food chain whose 
account the agency handles. 


Freebairn-Smith to Academy 


The Academy of Television Arts 
and Sciences has named Thomas 
Freebairn-Smith executive secre- 
tary, a new post. Mr. Freebairn- 
Smith was most recently executive 
producer and program director for 
WCAU, Philadelphia. Prior to that 
he was a Hollywood radio pro- 
ducer. 


California Packagers Elect 


Phil Libson, Max Factor & 
Company, has been elected presi- 
dent of the new California Packag- 
ing Club of Los Angeles. Other of- 
ficers include Robert Langsett, 
Armstrong Cork Co., v.p.; Irl Kor- 
sen, Eureka Press, secretary, and 
Bill Nenstiel, Robert Gair Co., 
treasurer. 


Onofrio Joins Leo Burnett 
Joseph Onofrio, a recent grad- 
uate of Fordham University, has 
joined the public relations depart- 
ment of Leo Burnett Co., in the 
agency’s New York office. 
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~ a 


@amras suree P Consteltetion 


BE THE ENVY OF YOUR FRIENDS! 


This could be you! 


your tag chance to eon 


' re.ccowenn 
1 thane I Rove » name here fer yous magnstcens Super Comntethenom 
bs m wrag a TWAS E 


NO U, AS IN QALITY—Qantas Empire 
Airways, San Francisco, put to- 
gether this zany ad featuring a 
“contest” to name its Constella- 
tions. A kangaroo is offered as a 
prize, and all entrants will get an 
explanation, “suitable for framing,” 
of why the Australian line uses 
no U in its name. 


Davy Crockett Is 


Creeping Up on Old 
Rudy the Reindeer 


Cuicaco, July 27—If the “Ballad 
of Davy Crockett” continues to sell 
as it has in the past six months, it 
will soon outstrip “Rudolph, the 
Red-Nosed Reindeer,” the largest- 
selling record the industry has ever 
seen. 

John W. Griffin, executive sec- 
retary of the Record Industry 
Assn., wrote to the 1955 Music In- 
dustry Trade Show here last week 
to say that 7,000,000 Davy Crockett 
records had been sold this year. 
Rudolph, in 80 different versions, 
has sold 17,000,000 in six years, he 
added. 

Business in the music industry 
doesn’t exactly parallel the Davy 
Crockett record business, but it has 
| been very good this year for most 
sections of the music business, the 
Nat’l. Assn. of Music Merchants re- 
ports. 


e The National Assn. of Band In- 
strument Manufacturers reports 
that its members have shown the 
largest volume of business in their 
history this year. 


e The National Piano Manufactur- 
ers’ Assn. reports that in the first 
half of 1955 its industry was 20% 
ahead of 1954. 


e The Phonograph Manufacturers 
Assn. estimates that 1955 dollar 
volume will hit $135,000,000, com- 
pared to 1954, when it was $100,- 
000,000. 


e Television set sales for the first 
five months of 1955 were 40% 
ahead of the same period last year, 
according to Frank Friemann, 
president of Magnavox Co., Fort 
Wayne, Ind. 


National Drive tor Ad Begins 


Colgate-Palmolive Co., Jersey 
City, is ready to begin national ad- 
vertising for Ad, the low-sudsing 
detergent it has been introducing 
in a number of markets. The initial 
campaign calls for “a heavy ad- 
vertising schedule in tv, daily 
newspapers and Sunday supple- 
ments.” Lennen & Newell is the 
agency. 


‘Grand Ole Opry’ on TV 


Gardner Advertising Co., St. 
Louis, has announced negotiations 
for sponsorship of the first live tv 
network series of radio’s “Grand 
Ole Opry” by the Chows division 
of Ralston Purina Co. The tv series 
will be carried on ABC-TV in 130 
markets every fourth Saturday 
from 8 to 9 p.m., EST, starting in 
October. 
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BONE BURYING—Henry Buccello, a 
San Francisco, checks the rule book to determine what to do with 
bones sent in for deposit by literal-minded watchers of the bank’s tv 
commercial (above) showing what thrifty dogs do with bones. 


Charles Stuart, assistant ad 


ee 


THT 


d manager of Bank of America, 


manager, unwraps the bone. 


Utah Publishers 
Given Option on 
Radio-TV Interests 


Levinger Names Lasley: 
Adds Four Accounts 
Levinger Advertising Agency, 


Santa Rosa, Cal., has appointed 
David Lasley an account execu- 


SALT LAKE Clry, July 26—Frank | 
C. Carman, pioneer Utah radio and | 
television broadcaster, announced | 
this week that a four-month option | 
to purchase all the Carman-Wrath- 
all-Powers interests in radio and | 
tv properties in Utah, Idaho and 
Montana has been given to Stand- 
ard Examiner Publishing Co., Og- 
den, Utah, publisher of the Ogden 
Standard Examiner, and Kearns- 
Tribune Corp., Salt Lake City, pub- 
lisher of the Salt Lake Tribune. 

Included in the option are the 
Carman group’s interests in KUTA 
and KUTV, Salt Lake City; KLIX 
and KLIX-TV, Twin Falls, Ida., 
KGEM, Boise, and KOPR, Butte, 
Mont. 


= The group’s interests in KIFI,) 
Idaho Falls, and KWIK, Pocatello, | 
Ida., are being sold to J. Robb 
Brady Trust Co., Idaho Falls. 

Standard Examiner Publishing 
Co. presently owns KIMN, Denver, 
and a 40% interest in KMON, 
Great Falls, Mont. Kearns-Tribune 
Corp. is 50% owner of KUTV. 

Mr. Carman began his commer- 
cial radio career in 1936 by operat- 
ing KEUB, Price, Utah (now 
KOAL). In 1938 he constructed 
KUTA, which originally he owned 
equally with Grant W. Wrathall, 
the late Jack Powers and the late 


tive, with particular responsibili- 
ties for radio and television. Mr. 
Lasley formerly was with NBC for 
14 years, central division sales 
manager of DuMont Television 
Network and has been an account 
executive with CBS Radio Spot 
Sales. 

The agency has been appointed 
to handle advertising for four new 
accounts. They are Sonoma Valley 
Chamber of Commerce, the City of 
Santa Rosa, the Topaz Room, and 
Rockinar Dairies. 


Elder Mfg. to Gardner 


Elder Mfg. Co., St. Louis manu- 
facturer of Tom Sawyer boys’ 
wear and Mark Twain shirts, has 
appointed Gardner Advertising Co., 
St. Louis, to handle its advertising. 
A new advertising program will 
include magazines, newspapers and 
trade publications. Gardner was 
the company’s first agency after 
its founding in 1916. Elder recently 
has been handling its advertising 
direct. 


Ha?tshorne Adds ‘BW’ Duties 


John F. Hartshorne, assistant to 
the editor and publisher of Busi- 
ness Week, will take over tem- 
porarily the duties of public rela- 


David G. Smith. Present owners of 
the group of stations are Mr. Car- 
man, Mr. Wrathall, Edna O. Pow- 
ers and Sharon Powers, widow and 
daughter of the original partner. 


Pachuta Named A. M. 


Ed Pachuta has been named ad- 
vertising manager of Farm & 
Ranch, Nashville. He formerly was 
the magazine’s New York office 
manager. 
formerly v.p. 
and advertising of Kusan Inc., has 


been named v.p. and general man- | Francisco. Actually, Flotill has had 


ager of Farm & Ranch. Robert 


tions director, following the resig- 
nation of Frederick H. Sontag (AA, 
‘July 25). Mr. Hartshorne has been 
‘with the McGraw-Hill publication 
eight years and will continue as 
assistant to Elliot V. Bell, editor 
and publisher. 


It's Durstine’s Turn Now 


ADVERTISING AGE reported last 
week that Flotill Products, Stock- 


‘Sidney Garfield & Associates, San 


six different agencies since 1952 


‘Miami Ad Account 
Confused by Excess 


of Bevis Agencies 


Miami, July 26—The Mystery 
of the Bevis Agency here has 
evolved into a game of who has the 
City of Miami advertising account. 

Originally there was one agency, 
Bevis & Tyler. When Graydon E. 
Bevis died last month, members of 
his staff formed a new agency, 
Bevis Associates (AA, July 18). 

Bevis Associates made a bid for 
the City of Miami account—billing 
more than $100,000—and got it. 
The account had been handled by 
Bevis & Tyler. 


= Meanwhile, Mrs. Graydon Bevis, 
widow of the former owner, sent 
out announcements that Bevis & 
Tyler is continuing in operation, 
and that Bevis Associates is using 
the Bevis name without authoriza- 
tion. Bevis & Tyler accounts, she 
announced, are being serviced by 
the Miami office of Grant Adver- 
tising. Palmer Tyler, formerly the 
Tyler half of Bevis & Tyler, had 
joined Grant last March. 

The city commissioners of Miami 
ordered their contract with Bevis 
Associates returned for reexamin- 
ation. They said they had given the 
contract to Bevis Associates think- 
ing they were awarding it to Bevis 
& Tyler. 

Bevis Associates has pointed out 
to Mayor Abe Aronovitz that mem- 
bers of the new agency had been 
the ones responsible for most of 
the city’s advertising when they 
worked for Bevis & Tyler. 

Mayor Aronovitz said that if it 
was established that Bevis Asso- 
ciates was financially sound and 
the men had actually done the 
work of handling the city’s adver- 
tising, then he could see no reason 
not to allow the contract to stand. 


Medics Skeptical 
About Decaffeinated 
Coffee Advertising 


Cuicaco, July 26—Coffee ads 
claiming that the caffeine has been 
removed should be “viewed with 
skepticism,” a report in the cur- 
rent Journal of the American 
Medical Assn. says. 

The report is based on tests con- 
ducted in the AMA’s chemical 
laboratory and was prepared by 
Robert G. Martinek, Pharm. D. 
and Walter Wolman, Ph.D. and di- 
rector of the laboratory. 

It is not yet possible to extract 
all the caffeine from coffee, the 
report says. Caffeine content in a 
cup of regular decaffeinated coffee 
is about one-third of the amount 
in a cup of regular ground coffee. 


= A cup of instant decaffeinated | 
coffee has from one-fourth to one-| 
eighth as much caffeine as a cup 
of regular ground coffee, the re-| 
port continues. And a cup of reg-| 
ular ground coffee has almost) 
twice as much caffeine as does a 
cup of regular instant coffee. 
Also, according to the report, a 
cup of black tea is comparable to 
a cup of regular ground coffee in| 
caffeine, but if the tea is pre-| 
pared according to directions, a| 
cup contains only 65% of the po- 
tential amount. | 


Lamb to Launch ‘Listen’ | 


Lamb Publications, Chicago, will 
launch Listen, a monthly magazine 
devoted to f.m. radio and high fi- 
delity, with the October issue. The 
publication also will include sched- 


Charles M. Anderson, ton, Cal., has had five agencies in| ule listings for about 15 Chicago 
in charge of sales|four years and is now handled by | area f.m. stations. Charles Kline, 


| formerly with High Fidelity, has 
‘been named midwestern advertis- 


| ing manager. Rates will be based 


MacCorkle, formerly with Bran- and the current one is Roy S. Dur-|on $350 per b&w page, one time. 
stine Inc. Durstine succeeded Gar-/| Initial circulation, concentrated in 


ham Co., has joined the New York 
advertising staff. 


\ field in June. 


the Chicago area, is 20,000. 


Stockholders-29% 


of all the people (age 15 and over) living in 
New York City & suburbs who own stocks 


are News readers- 


.- and you'll be intrigued by other fascinating facts 
ead stimulating statistics on the nation’s biggest 
market and its newspapers, in the $150,000 study 


Profile of the millions 


... based on 10,349 personal interviews, conducted 

by W. R. Simmons & Associates Research, Inc. in New 

York City & suburbs. Shown in visual presentation, 

by appointment only. Ask any New York News office. 
(Copyright 1955 by News Syndicate Co., Inc.) 


Frozen vegetables -39>, 


of the women in New York City & suburbs 
who served frozen vegetables in the last month 


are News readers- 


Women readers of the Daily News total 2,290,000! 
...are the majority customers for bread, cereals, 
coffee, tea, soft drinks, ice cream, canned & frozen 
meats, detergents . . . as you’ll find out from the 
most authoritative study ever made of New York 
newspaper readers and their market influence . . . 


Profile of the millic 
se e millions 
Shown in visual presentation, by appointment 


only. Don’t miss! Ask any New York News office. 


(Copyright 1955 by News Syndicate Co., Inc.) 


baad eg ° ° 
Air conditioning units-32% 
of the adults living in New York City & suburbs 
who own a home or office air conditioning unit 


are News readers- 


... There are 4,780,000 Daily News readers. They 
have more jobs, incomes, homes, cars, appliances, buy 
most of the groceries, drugs, toiletries, clothing 
...and buy the best—as you'll see in the most 
informative study ever made of New York newspaper 
readers of all ages, both sexes, every income group— 


Profile of the millions 


Now being shown to advertising executives, in visual 
presentation. See it! Call any New York News office. 
(Copyright 1955 by News Syndicate Co., Inc.) 
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How to 
reach more 
families in 
BEAUMONT’ 
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PARADE...............64.1% 


This is the picture of Parade coverage* with 


BEAUMONT 


THE SUNDAY ENTERPRISE 


(Represented Nationally by The Branham Company) 


It is much the same in all Parade cities of origin. 


parade 


The Sunday Picture Magazine with a minimum of 
20 percent coverage in more than 2400 Markets 


*Metropolitan County Area—Jefferson 
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Business Paper Success Story... 


Hope Electrical's Initial Ads Turned 
33% Sales Deficit into Record Gain 


NEWARK, July 26—Early in 1952, 
Hope Electrical Products Co. was 
confronted with an emergency. The 
company’s sales volume had fallen 
by one-third, and there seemed to 
be no obstacle in the way of a con- 
tinuing drop to still lower levels. 

The company’s product line is a 
specialized one. Much of its pro- 
duction consists of cast iron junc- 
tion boxes for electric conduits. It 
also makes pull boxes, explosion 


Jhousings and explosion fittings. 


The company had never been an 
advertiser. Business had been sat- 
isfactory, and the company had 
been content to let promotional 
problems slide—until its gloomy 
sales picture became clear. 

At that point, W. E. Cavanaugh, 
Hope’s general manager, recalled 
that Mary Beckman, then with 
Franklin Fader Co., had suggested 
repeatedly that the company ad- 
vertise consistently in business pa- 
pers. Miss Beckman is now an ex- 
ecutive of Oliver-Beckman, New 
York, agency on the Hope account. 


® The emergency three years ago 
seemed not only to suggest but to 
demand advertising, and Miss 
Beckman forthwith worked out a 
campaign designed to meet the 
situation. 

An adequate catalog of the line 
was already available, and she or- 
ganized a combined direct mail and 
business paper campaign to meet 
three objectives—(1) to interest 
leading electrical wholesalers in 
key industrial areas in the Hope 
line, and to see to it each of them 
got a Hope catalog; (2) to build 
contractor interest in the line and 
increase their use of the company’s 
products; (3) to increase sale of 
Hope products by utility com- 
panies; and (4) eventually to se- 
cure coverage of all key markets 
by manufacturers’ agents handling 
the line. 

Since the line was known by 
only a limited number of the actual 
prospects in the three classifica- 
tions referred to, the campaign 
used a series of mailings, including 
in each case reprints of color pages 
or spreads run in the appropriate 
business papers, together with re- 
ply cards. 


® In all three sections of the mar- 
ket the copy was run in blue and 
black. Blue was chosen because of 
the use of reproductions of blue- 
prints to show uses for the com- 
pany’s products. 

For the wholesalers—an import- 
ant group to the company—Elec- 
trical Wholesaling was used; for 
the contractors, Electrical Con- 
struction & Maintenance, and for 
the utilities and general coverage, 
Electrical World and Electrical 


West. The Conover-Mast Purchas- 
ing Directory was also on the list. 

Wholesalers received a series of 
six mailings, spaced a week apart, 
while the contractors got three, as 
did the utilities. 

The campaign was organized in 
April, 1952, and was moving al- 
most immediately. Results were so 
prompt and so gratifying, the com- 
pany informed Miss Beckman 
later, that the lost one-third of 
volume was replaced by Aug. 30; 
sales had returned to the previous 
average. 

Besides, new accounts began 
coming in so fast that six months 
after the beginning of the cam- 
paign total business volume had 
doubled. The resulting increases 
in the company’s production ne- 
cessitated growth in plant and of- 
fice personnel. 


® The gratification felt by Mr. 
Cavanaugh was indicated in a 
letter he addressed to the agency 
in October, 1952, which listed spe- 
cific results and accorded recogni- 
tion to the business paper phase 
of the campaign. The letter said: 

“Confident as we are that the 
direct mail portion of the cam- 
paign was most instrumental in 
provoking the response, we have 
not lost sight of the important val- 
ue of the trade paper ads that 
dovetailed in with the letters. 
These confirmed much of what we 
were telling our prospective cus- 
tomers in the letters; the dual im- 
pact of the two fortified each 
other. 

“The direct-mail campaign 
brought in enough new accounts 
and new business within the first 
60 days that we never noticed 
the loss of one-third of our former 
business. This is fantastic. 

“Secondly, we have been receiv- 
ing business from new wholesale 
accounts at the rate of 15-20 each 
month. These represent net gain 
in outlets. 


= “Thirdly, we are currently re- 
ceiving twice the dollar value of 
material that we are shipping. Our 
Nov. 1 backlog will be _ the 
largest ever. (We are stepping up 
production all of the time to better 
keep abreast of the increased busi- 
ness. ) 

“Fourth, we are having a record 
month of sales that can be attrib- 
uted to the extra business the ad- 
vertising has already brought in. 

“Fifth, the type of inquiries that 
we have been getting from the 
trade paper ads has opened new 
horizons for business. This is every 
producer’s and seller’s dream: To 
broaden the spread of his outlets, 
knowing that in times of recession 

(Continued on Page 61) 
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BOX CASTING—Ads like this one, which ran in Electrical Construction 
& Maintenance, Electrical World and Electrical West, tell the Hope 
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Newspapers Do Best 
Job of Swimsuit 
Selling: Fred Cole 


Los ANGELEs, July 26—“With all 
due respect to the power of tv, 
magazines, radio, billboards and 
other media, nothing sells merchan- 
dise for department stores like 
newspaper advertising,” Fred Cole, 
president, Cole of California, told 
members of the Los Angeles Ad- 
vertising Club last week. 

Mr. Cole said his company keeps 
a close tally of newspaper ads 
run throughout the country, and 
the volume of ads received is a 
barometer of sales success in any 
year. “The more newpaper ads on 
our beachwear, the higher our sales 
and re-orders,” he said. 


® Mr. Cole asserted that the swim- 
suit industry’s flair for exciting 
promotional ideas has helped make 
Los Angeles the swimsuit capital 
of the world. “The national adver- 
tising of West Coast swimsuit com- 
panies dwarfs the beachwear ad- 
vertising of other markets,” Mr. 
Cole said. 

He pointed out that the four 
biggest West Coast advertisers— 
Jantzen, Catalina, Cole of Cali- 
fornia and Rose Marie Reid, in 
that order—spent $2,379,000 in ad- 
vertising last year. 

“This was approximately 600% 
more than the four top swimsuit 
firms in the East,” Mr. Cole said. 

He said this helps pre-sell the 
merchandise, with stores complet- 
ing the sale by running tie-in 
newspaper advertising. 

Mr. Cole said that all signs point 
to the fact the swimsuit industry 
will continue to grow. He pointed 
out that swimsuit production in the 
U.S. has increased from 1,170,000 
dozen valued at $100,000,000 in 
1948 to an estimated 2,250,000 doz- 
en valued at $200,000,000 in 1954. 


= The reasons given for this 
growth were: The fashion appeal 
of swimsuits which make women 
want more than one suit; figure 
control which makes it possible 
for women in higher age groups to 
wear swimsuits; the increase of 
swimming pools from 2,000 in 1940 
to 40,000 in 1955, the population 
increase of women between 15 and 
19 and the increase of incomes 
over $5,000. 

Ad clubbers were given an eye- 
filling demonstration of fashion 
and figures which needed no con- 
trol, via a swimsuit showing, with 
film star Esther Williams serving 
as co-commentator with Mr. Cole. 


WHOT Changes to WNDU 


WHOT, South Bend, Ind., com- 
mercial radio station of Notre 
Dame University, has changed its 
call letters to WNDU. Change was 
prompted by the formation of 
Notre Dame’s new commercial tv 
station, WNDU-TV, which began 
telecasting July 15, according to 
Bernard C. Barth, v.p. of the sta- 
tions. 


Sheaffer Pen Boosts Karle 


G. P. Karle Jr. has been ap- 
pointed to the new post of assist- 
ant advertising manager of W. A. 
Sheaffer Pen Co., Ft. Madison, Ia. 
Mr. Karle joined the company in 
1949 as a sales correspondent and 
most recently has been supervisor 
of Sheaffer’s Fineline advertising 
program. 


Research Foundation Reelects 


J. M. Bowman, J. Walter 
Thompson Co. Ltd., has been re- 
elected chairman of the Canadian 
Advertising Research Foundation. 
Reelected vice-chairman was R. R. 
McIntosh, General Foods Ltd. 


Fedders-Quigan Moves 


Fedders-Quigan Corp., Buffalo, 
has moved its advertising and sales 


TPA Promotes H. J. Eells 

H. J. (Jim) Eells, who joined 
Television Programs of America 
some time ago as Kansas City rep- 
resentative, has been named sales 
manager of its Chicago office. He 
succeeds Bob Hoffman, who re- 
signed. Ed R. Lewis and Vincent 
Melzac have been promoted from 
TPA salesmen to spot supervisors. 


‘This Week’ Boosts Conger 

Harry Gould, director of re- 
search of This Week Magazine, 
New York, has been named con- 
sultant to the marketing depart- 
ment of the supplement until his 
retirement in June, 1956. Willard 
W. Conger, a member of the re- 


search department for 20 years, has 
been named maMager of research. 


Petry Names Charles Philips 
Charles H. Philips, formerly 
sales manager of WOR-TV, New 
York, has been Mamed manager of 
the new television sales develop- 
ment department of Edward Petry 
& Co., New York, station repre- 
sentative, effective Aug. 1. 


Ohman Joins Lykke-Wilkin 

C. David Ohman Jr., formerly 
with the Los Angeles office of 
Braun & Co., public relations coun- 
sel, has joined Lykke-Wilkin & 
Associates, Sam Francisco, as an 
account executive. 
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JUST RELEASED 


COMPLETE 1955 
MARKET DATA 
OF EL PASO 
RETAIL TRADE AREA 


Write for your free copy 


She ZH Paso Gimes 


(INDEPENDENT NEWSPAPER 
MORNING AND SUNDAY . 


El Paso Herald-Post 


A SCRIPPS-HOWARD NEWSPAPER 
EVENING 
NATION’S LARGEST TRADE TERRITORY 


TWO Separate Newspapers ¢ 30° Line BUYS BOTH! 


People 


promotion offiees to Maspeth, L. I. 


2,770,528 


434,912 
TV Sets 


SPOT SALES 


Exclusive National Representatives 


“SEE-PAY” TELEVISION! 
és 


as 
| 


(As of May 1, ’55) 
* 


CHANNEL LOUISVILLE 


Reaching As Many Families in Its Kentucky 
and Indiana Area As: 


® 26 Daily Newspapers Combined! 
e 115 Weekly Newspapers Combined! 
e 12 Leading General Magazines Combined! 


Affiliated with NBC, ABC, DUMONT 


e 16 Leading Farm Magazines Combined! 


e 14 Leading Women’s Magazines Combined! 
e All Home and Fashion Magazines Combined! 
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A for 
aufsust 


A month for increased sales according to U. S. Department of Commerce figures—and yet, a month when 
national advertising has been taking its traditional siesta. This year however, in spite of Summer Slump 
thinking, a growing number of American Home advertisers recognized that August is a top buying month. 


| A for 
adwertising 


Our 182 August advertisers have helped to debunk the myth of Summer Slump. So have the 47,000 
alert retailers tied-in with our big summer promotion, “Start Your Remodeling Now.” The biggest August 
issue in our history—67 per cent more advertising pages than last year! 


\ 


A for The 
american home 


It’s not too early to plan your push for next August in The American Home...created for families who 


shop for home ideas and for the advertisers who sell them. It pays to sell FIRST to the 3,000,000 
familes who ask to be sold. 


THE AMBRICAN HOME 


@# must on your @7 >} list for selling the home 
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On the Merchandising Front... 


Here's One Chain’s Plan for Joint 
Store Research Projects 


By E. B. Weiss 
Merchandising Consultant 

Although manufacturers do an enor- 
mous amount of research work in retail 
stores, there has been an astonishing lack 
of coordination, not to mention coopera- 
tion, in this research work between the 
manufacturer and the retailer. In the vast 
majority of instances, the retailer has 
taken the position that when he gives his 
blessing to such a research project (spiced 
with a few warnings and perhaps several 
specific restrictions), he has done every- 
thing that can be legitimately expected of 
him by any supplier. And this partial 
blessing is not given too often. Moreover, 
the headquarter blessing or upper-floor 
blessing does not always percolate through 
to the store floor—with consequent road- 
blocks that are disastrous to competent re- 
search. 

It is highly significant, therefore, to note 
that a large food chain—Food Fair—has 
set up a specific system for working with 
manufacturers in joint research projects. 
This plan covers store audits, customer in- 
terviews in the store, etc. It operates as 
follows: 

1. A preliminary outline is to be sub- 
mitted in advance by the supplier. This is 
to cover objectives, geographical area to 
be covered, research techniques to be used, 
a draft of the questionnaire, etc. The out- 
line must make it clear that the project is 
legitimate research, not a subterfuge for 
gaining a competitive in-store advantage. 


# 2. When this preliminary outline is ap- 
proved, Food Fair then sets up a time- 
table and a list of the store units to be 
used. Food Fair agrees to see the project 
through to completion from its end—on 
time. 

3. If the supplier’s personnel do the 
store-level research, they are authorized 
to collect data on their own product only. 
If Food Fair research personnel do the 
store-level research, data on competitive 
products will be compiled but it will be 
coded. 

4. Store audits will be made only during 
off-peak periods—early in the week, etc. 
There must be a minimum of interference 
with store operations, especially where 
customer interviews are sought. Customer 
names must not be obtained and there 
must be no customer follow-up in their 
homes. 

5. Findings are to be made available 
jointly to Food Fair and to the supplier. 
These findings may not be used for pro- 
motional purposes or published without 
Food Fair’s consent and use of the Food 
Fair name. 


ws 6. Food Fair seeks no profit on the re- 
search operation. It does, however, seek 
to cover overhead and out-of-pocket costs. 
That last provision may, in time, lead 


cooperative research between supplier and 
retailer into still another type of “allow- 
ance.” But, leaving aside this potentiality, 
it is clear that Food Fair has made a siz- 
able contribution to a better understanding 
of the economics of intelligent marketing. 

This area of research cooperation be- 
tween supplier and retailer has presented 
the supplier with great frustrations and 
the retailer with great irritation. Inasmuch 
as the objectives of both are quite similar, 
it is thoroughly logical that the two should 
get together on an intelligent procedure 
that will provide both with needed infor- 
mation with a minimum investment of 
time and money, and with minimum in- 
terference with the retail operation. 

I believe that this Food Fair plan, which 
is a splendid elaboration of immature 
plans that have been in operation in other 
fields of retailing, will be widely copied 
both by other food chains and by mass 
retailers in other classifications. I would 
not be astonished if it were copied also 
by some wholesalers, because joint re- 
search work between wholesalers and 
their suppliers is, if anything, more of a 
hodge-podge than it is at the retail end. 


@ However, as a concluding note, I would 
like to point out that all research work in 
the realm of marketing (as well as most 
other research) winds up with a require- 
ment for able statistical analysis. I think 
that this is where so much research work 
falls flat on its inquisitive nose. 

Anyone who has followed the polio vac- 
cine episode, and the cigaret-cancer epi- 
sode, has been given a fairly liberal edu- 
cation in the significance of statistics. The 
Kinsey reports have also made a contri- 
bution to this same educational effort. In 
the case of the polio vaccine, even the 
mathematicians are not quite resolved in 
their own scientific minds concerning the 
precise story told by the statistics. 

In any event, it is my contention that 
the research work done for the total ad- 
vertising fraternity is made invalid in so 
many instances—not only by imperfect 
methodology (in some instances because 
of faulty mathematical preparation) —but, 
even more importantly, because the re- 
sults are given statistical analysis by peo- 
ple who are too seldom specialists in the 
various aspects of the mathematical 
sciences. 

Some day, advertising agency research 
departments, as well as independent re- 
search organizations, will be as compe- 
tently staffed with actuarial experts, 
mathematical experts of other types and, 
in general, with competent mathematical 
analysts, as they are now staffed with 
competent research skills. Then the re- 
search procedures, as well as the analysis 
of the findings, will take a long step 
ahead. 

As it is today, a competent mathematical 
expert could take at least 90% of our 


media studies, our ad agency research 
studies of various types, and manufacturer 
market studies, and rip them into statisti- 
cal shreds. In brief, we have too many 
amateurs, too many totally untrained peo- 
ple, playing with statistical fire in this 
research world of advertising, selling, 
merchandising, marketing, etc. Research 


Tips for the Production Man... 


- THE NATIONAL NEWSPAPER OF MARKETING. 


in our business can never approach a 
science until it rests on the solid founda- 
tion of the basic science—mathematics. 
That foundation scarcely has a single 
stone in place today, and that makes a 
mockery of most of the elaborate tables 
of figures that presumably represent 
“modern” research in the world of selling. 


New Trends in Company Publication Makeup 


By Kenneth B. Butler 
(Mr. Butler is head of the Wayside 
Press and of Kenneth B. Butler & 
Associates, Mendota, IIl.) 

Not infrequently the production man 
finds himself appointed to handle the 
layout, makeup, and production of the 
company publication. Frequently these 
publications employ the tabloid, or news- 
paper, style of makeup as distinguished 
from magazine-style format. For such 
publications four-column or five-column 
makeup is usually chosen. 

To aid those who have these responsibil- 
ities I am discussing here some of the new 
trends in styling and makeup: 


® 1. Elimination of subheads. Not needed 
for the small page size involved. Makes 
a cleaner-cut looking publication, particu- 
larly when stories are kept short or given 
the appearance of shortness by means of 
multiple-column makeup. 

2. Flush left headline style, with all 
lines purposely written short so as to pro- 
vide a breather of white space along the 
right side of all single column heads. 

3. Use of caps and small letters; gives 
greater letter count and aids readability. 
Cap heads used only for occasional de- 
partment headings. 

4. Reduction in size of publication name 
logotype so it occupies less than full width 
of page. 

5. Spotting of occasional story of im- 
portance above the name logotype. Run- 
ning of some material up to the top of the 
front page. 

6. Elimination of formal balance in page 
makeup. 


s 7. Horizontal makeup. Heads of some 
stories carried in a single line instead of 
multiple lines, and extending across three 
or more columns. 

8. Division of longer stories in multiple 
columns instead of single column... aids 
diversity in makeup, helps to balance off 
stories, makes subheads unnecessary, helps 
in eliminating “tombstoning.” 

9. Avoidance of “tombstoning” (place- 
ment of headline next to headline). The 
rule: pictures adjacent to heads, boxes 
next to heads, gray text matter next to 
heads. 

10. Enlivened lower half of page. No 
longer are main stories preserved for top 
of page only. 
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NEAT JOB—A well made up page from In- 
tertype Corp.’s “Who’s Who in the Com- 
posing Room,” an external company pub- 
lication. Note type harmony and clean-cut 
makeup without subheads. 


11. Elimination of carry-over stories. 

12. Elimination of column rules. Or, if 
use of column rules is fixed style, elimi- 
nation of column rules in feature stories 
carried in multiple-column makeup. 


® 13. Elimination of decks. A good head- 
line; then get right into the story. 

14. Reduction in number of boxed 
stories. Substitute: the simple top and 
bottom rule with text indented one pica 
each side. 

15. Elimination of cut-off rules; use 
generous white space instead. 

16. Elimination of carry-over of tag- 
end of stories to bottom of adjoining 
column with cut-off rule above. Solution 
is to divide the stories into two or more 
columns under the headline so each story 
is a compact unit. Dummy in the longer 
stories first. 

17. Uniformity in type family and in 
degree of boldness of headlines. Contrast 
is offered in change in type sizes chosen, 
in headline silhouette, and in occasional 
use of italics for change of pace. 
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Employe Communications... 


Targets for the Plant Newspaper 


By Robert Newcomb and Marg Sammons 


(Mr. and Mrs. Newcomb operate 
their own organization in employe 
relations.) 

In the snob school of journalism, the 
plant publication for employes is re- 
garded as something degrading to the 
craft. The scoffers look upon it as an end- 
less social report of the meaningless com- 
ings-and-goings of the help. 

Although this is not an uncharitable 
definition of a great many such papers, it 
is a fact that several companies have long 
since decided that the plant paper is an 
excellent gateway to the employe’s mind. 
Accordingly, several companies have done 
something about it, to make that avenue 
as useful as possible. 


= One of this group is Esso Standard Oil 
Co., whose labor relations, public rela- 
tions and practically all other relations 
have been conspicuously good for some 
time. Esso two years ago launched a pro- 
gram of decentralizing its employe news- 
papers. After a period of trial and error, 
the employe communications division at 
Esso has established separate publications 
for all the company’s various units. Re- 
cently the division gathered some frank 
testimony about the publications, origin- 
ating with three regional editors’ con- 
ferences for refineries and sales divisions. 

Fifteen employe journals were checked 
against 11 objectives, so that editors and 
company alike might know how well the 
ship was sailing. To many in communica- 
tion, the findings will be less important 
than the objectives themselves. To make 


Salesense in Advertising... 


sure that Esso would know where it was 
headed before it set forth on its publica- 
tion program, management set up these 
targets: 

To explain personnel policies and im- 
prove appreciation of values in benefit 
programs; to give recognition to real ac- 
complishments of employes; to promote 
the sale of company products through em- 
ployes; to improve understanding of the 
economics of the company; to improve un- 
derstanding of the economics of the local 
plant; to promote teamwork by showing 
the interdependence of the individual and 
groups toward successful operation; to 
equip employes with information to an- 
swer questions from the public; to inform 
employes in cases where there is a need 
for employes to have confidence in man- 
agement’s actions; to demonstrate the 
company’s role as a good citizen in the 
community; to demonstrate progressive 
thinking and action by the company, and 
to promote safety and good housekeeping. 


® The internally-conducted appraisal was 
no whitewash. Problems came into the 
open for discussion and the talk was 
frank. The summary, however, was heart- 
ening: There was no lack of management 
support, and no feeling among Esso’s 
communicators that the journals were on 
the wrong track; there is impressive ev- 
idence of employe approval; news tips 
and stories “flow” to the editors. The re- 
port ends on this encouraging note: “We 
are past the question of whether these lo- 
cal papers should exist; now the question 
is only what can be done to make them 
better.” 


‘Influencing Human Behavior’ Still 
a MUST Book for Copywriters 


By James D. Woolf 


(Mr. Woolf is an advertising con- 
sultant who spent many years as 
v.p. in charge of creative activities 
of the western offices of J. Walter 
Thompson Co.) 


I have just finished rereading, after an 
interval of some 20 years, H. A. Over- 
street’s fine book “Influencing Human 
Behavior.” (W. W. Norton & Co., New 
York.) The book deals with what Dr. 
Overstreet calls “the 
process of getting our- 
selves believed in and 
accepted.” I recom- 
mend it as a refresher 
course in “the supreme 
art of getting people to 
think with us.” Follow- 
ing are a few excerpts 
I hope will whet your 
appetite: 

Concerning Human 
Behavior: “What, now, are some of the 
fundamental wants to which effective 
appeal can be made? It is most instructive 
in this connection, to watch the appeals 
that advertisers make. The advertiser 
wishes to influence human behavior. He 
wishes people, in short, to change their 
habits to the extent of purchasing what he 
has for sale. If he is a skilled advertiser, 
he does not tell people that they ought 
to buy his article—as a father tells his 
children that they ought to do thus and so, 
etc. What he does is to induce them to 
want to buy his article—as a father ought 
to induce his children to want to do what 
he wishes them to do. The advertiser 


James D. Woolf 


knows that, if he can make the person 
who sees his advertisement feel a par- 
ticular want with sufficient strength, the 
sale is made. He does not have to argue. 
If only parents could be clever enough to 
arouse wants and so avoid the necessity 
for arguing! 

“In this respect, the advertiser, despite 
all the hard things we have to say te him, 
is a pioneer in psychological technique.” 


= When Facts are Wanted: “And that, 
apparently, is why so much ‘fact giving’ 
is usually without avail. People do not 
want facts—for the facts’ sake. True, if 
they want a particular thing badly, they 
will want the facts. The assumption of 
the fact-givers is that, if the facts are 
supplied, people will want what the facts 
indicate. Nothing is psychologically far- 
ther from the truth. Give a boy a pile of 
facts about health. He is quite indifferent. 
But suppose he wants badly to win the 
mile race. He will go into training and 
simply lap up the facts about health!” 

The Problem of Vividness: “Let the 
reader try to recall the smell of a peach. 
He will no doubt find it a little vague. Let 
him try, now, to recall its taste. Still 
vague; but perhaps less so. Now let him 
try to recall what a peach looks like. Not 
vague at all. The image of the peach leaps 
to the mind. 

“Most of us are visual minded. This 
means that anything that can be present- 
ed to the eye has a far greater chance of 
being retained and recalled than some- 
thing which is presented only to the or- 
gans of taste and smell. 

“To put an idea into visual form, then, 
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Layout Design at Mid-Century 
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Here there is greater freedom and movement. The ads seem more of a unit. 
They have a one-ness. They do not have the appearance of having been as- 


We like them. We suspect they herald a mid-century school of layout de- 
sign—which, of course, in due time will become as dated as the ads of the ’40s 


= 


We detect a marked difference in the design of these ads from what was 
prevalent and popular just a few years ago—the boxed, geometric appearance 
of ads designed for high rankings in the readership surveys. 


OO 


is to increase its power. For the power of 
an idea depends upon two things: (1) 
the swiftness and clarity with which it 
is received; (2) the ease with which it 
is recalled.” 

The Art of Writing: “There is every 
reason to believe that the clumsy, unclear, 
unprecise writer is a clumsy, unclear, 
unprecise thinker. Also there is every 
reason to believe that such a writer be- 
comes a more effective thinker through 
the very attempt to overcome the awk- 
wardness and the vagueness of his writ- 
ten expression.” 

The Power of Little Words: “Finally, 
one should avoid verbal pretentiousness— 
long words, stilted, unusual words. They 
are only an annoyance to the reader and 
reveal to him all too surely the preten- 


tious conceit of the writer. One of the 
really great poems in our language—Edna 
St. Vincent Millay’s ‘“Renascence”’— 
made up of such simple words—almost 
words of one syllable—that one would 
suppose is written either for or by a 
child. There is in the poem the lucid 
simplicity of genius (another mystical 
word which sadly needs analysis) : 

‘All I could see from where I stood 

Was three long mountains and a wood. 

I turned and looked the other way 

And saw three islands in a bay. 

So with my eyes I traced the line 

Of the horizon, thin and fine, 

Straight around till I was come 

Back to where I started from.’ 

“One dces not need big words for big 
effects.” 


Looking at Radio and Television... 


There's a Commercial Problem to 
Settle Before Fall Pickup 


By The Eye and Ear Man 

The summer slump is on. Programs and 
commercials are wearily spending the few 
remaining weeks of their life spans be- 
fore the fall pick-up. Yawns are the ap- 
plause that greet the laconic crop of lame 
duck commercials. But, before the fall 
bursts into flame, there is an acute com- 
mercial problem that is going to lead to 
fist fights if something isn’t done about it. 
That problem is the conflicts between 
companies which hold adjacent time pe- 
riods on tv networks. 

Several factors have compounded this 
problem: 

1. The magazine concept. This fall there 
probably will be less than 10% of all pro- 
grams sponsored by only one brand, Co- 
sponsorship and multiple brand sponsor- 
ship are the order of the day. Add to this 
an increase in multiple-sponsored net- 
work shows and the product restrictions 


become wide and overwhelming. 

2. Corporate diversification. The merg- 
ing of like and unlike companies, the ex- 
pansion into far-flung fields not necessar- 
ily related to the parent company, and the 
general feeling of product variations have 
caused the lists of products owned and ad- 
vertised by any single company to read 
like the classified section of the phone 
book. A client who formerly made only 
soap now has a list of products including 
detergents, foods, drugs, hardware, chem- 
icals, etc. 


= When a television program is bought, 
even though it is only a co-sponsorship 
deal, the parent company allows as how 
it doesn’t know precisely what product is 
going to be advertised. Ergo, it must have 
product protection for all products the 
company makes. Add to this the restric- 
tive lists of the co-sponsor, and the pre- 
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ceding and following shows are severely 
blocked. Even the blood brothers have 
blood baths over products that have an 
area of conflict. 

So far, this has been a fierce headache 
to the networks. There has been much 
give and take, but the end result is be- 
coming obvious even to the most valiant 
warrior fighting for his historical rights. 
The magazine concept is here. No matter 
how many indignant speeches are made 
within agency and client walls about the 
sorry state of things when the networks 
are exercising such control, the realist 
must recognize the de facto state of loss 
of control. No Senate investigation, or 
firm agency stand, or any amount of 
threats, bribes, or cajolery is going to 
change it. 

Since the magazine concept is here, the 
next step is to recognize the fact that the 
commercial alone is going to make a sale. 
And, that the commercial must compete 
with a lot of other commercials for atten- 
tion, not unlike the flipping of the pages 
of a magazine. It will be better for every 
one if the factor of exclusivity with half- 
hour separations of conflicting product is 
thrown away and (within reason) the way 
opened for any product to follow any 
other product. 


® With this small warning, let us turn our 
attention to a handful of hardy commer- 
cials that have peeped up this summer. 

1. Post cereals (Benton & Bowles) on 
the “Johnny Carson Show” or “Those 
Whiting Girls” (CBS). An extremely 
clever magazine campaign featuring 
Steig-drawn kids with a pathetic wail 
over the empty Post Toasties box has been 
translated into television with very effec- 
tive results. The animation and the voice 
over give the product sock identification 
and appetite appeal, and certainly impress 
the viewer with the popularity of the 
product. The major criticism of this com- 
mercial is that it is too busy. But, de- 
spite all the goings on, the end result is 
good. 

2. Marlboro (Leo Burnett Co.) on var- 


Aaannen reams will & 
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ious shows and spots. This little singing 
commercial sneaks up on the casual view- 
er. The name is difficult to pronounce— 
sounds like a mouthful of marbles—and 
the song pokes gentle fun at the mush 
mouth brand, but helps the stutterer to 
order them without getting a snicker from 
the clerk. Hoagy Carmichael is especially 
good. The commercial doesn’t do much 
for the product beyond that. There is no 
reason to smoke the weed that is much 
different from anybody else’s, but that 
song is going to get more smokers, so help 
me. 

3. Pinky Lee—any product (NBC). This 
insane and idiotic prattle apparently gets 
through to children and any adults lis- 
tening in looney bins. The full measure of 
commercial doubletime that P. Lee gives, 
plus his unbridled enthusiasm, imparts 
the illusion that the salesman is pound- 
ing the poor customer on the head with a 
herring and yelling that he won’t stop 
until the poor sucker buys his merchan- 
dise. But the purpose of television is to 
move merchandise and this is one way to 
do it. ‘ 

This is a pretty poor summer for com- 
mercials ... and shows. 


Sell Them What They Want to Buy 


By Lionel B. Moses 
Vice-President, Parade Publication Inc. 

About 25 years ago the late George 
Gartman, then an A&P vice-president in 
Detroit, told me a story which I used for 
many years and then forgot until “Armie” 
Armstrong, general manager of Kroger’s 
merchandising department, made a 
speech at a meeting of Chicago’s Mer- 
chandising Executives Club last Novem- 
ber. I now dust it off and offer it to ad- 
vetisers and agency men, courtesy of Ap- 
VERTISING AGE. 

Armie said he wished representatives 
of Kroger suppliers would use less of 
his team’s time for the presentation of ad- 
vertising campaigns and devote more at- 
tention to the presentation of ideas, point 
of sale material tailor-made to fit Kroger 
store operations—anything that might 
shorten the time Mrs. Consumer spends 
in selecting each item she buys. He said 
she now averages 90 seconds. “That is all 
the time our supplier has to sell her,” he 
told the club members, “and I wish they 
would do a better selling job to speed 
her decision”—or words to that effect. 

George Gartman’s story was about 
canned peaches and a bridge party... 
and if the 1930 sizes and figures aren’t 
right today it doesn’t matter. 


= Mrs. Gartman went to the A&P store 
and asked for a can of peach halves. The 
manager gave her a can of their best 
peaches and she asked how many halves 
it contained. He said seven, and she said 
“Give me two cans; seven will not be 
enough; I am having two tables of bridge 
this afternoon and am going to serve a 
salad with lettuce, a half peach and some 
cottage cheese.” 


The store manager said, “Then why 
not take a can of this Standard grade 
instead of those Choice peaches? The 
peaches are smaller, but there are 10 
halves in a can. The syrup has less sugar, 
but that is no drawback for salad.” So 
she took a can of Standard peaches—and 
George Gartman had some 14 x 11” cards 
printed, showing how many halves there 
were in a No. 2 can of Standard and 
Choice peaches. 

That’s the story...and I wonder if 
suppliers of food store products couldn’t 
make good use of it. Yes, I know the la- 
bels on cans now tell how many or how 
much, or how many servings; and give 
recipes and all sorts of information—but 
I am not talking about what the lady 
could learn in another minute or two. 
Just 90 seconds, remember? 

Nor am I talking about cans. I am 
talking about everything in the store. I 
am talking about the sickening percent- 
age of beautiful, and very expensive, 
store display material that is thrown 
away unused. I am talking about cards 
to go on in-store displays with something 
on the card that might speed the shop- 
per’s decision. Some supermarket groups 
use the standard 14 x 11” cards for all 
sorts of displays; some use that size on 
end-aisle displays, with a smaller card 
for counters. That’s a detail, easy and 
inexpensive to handle. 


® Chains and independent supermarket 
groups generally lay out their promo- 
tion plans about 90 days ahead. That 
gives the supplier’s representative plen- 
ty of time to discuss this idea with the 
merchandising department, agree on a 


selling messase acceptable to them, and 
have cards prepared for distribution to 
stores before the promotion starts. If the 
product is not to get any displays, maybe 
a shelf talker could be worked in. The 
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merchandising department wants some- 
thing that might shorten the 90 seconds 
now spent for consumer selection. It is 
always easy to sell what the customer 
wants to buy. 


Want to try Buick's, Variable Pitch 

*- new won 
der drive that's the talk of car makers 
and car buyers alike—and the drive 
that's sending Buick sales soaring to 


Wai, sir—be our test-pilot guest st the 
wheel of a "SS Buick and let today's way down. 
do the honors. 
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‘When you press the pedal as you nor- 
mally would, you move ahead in velvety 
emoothness, gctting plenty of miles from 
cach gallon of gas... 
Because twenty propeller-like blades 
tuside the Dyna flow unit, spinning in oil. 
have an angle of “patch” for top ecomomy 
—like the modern plane's propellers 
when cruising in air, 
But comes the need for emergency 2 .- 
acceleration, and - like @ pilot does for 
quick take-off and climb ~you switch the 
new record-breaking highs? pitch of Gece Dynafow prapellere 
action, just by pressing the pedal all the 


Instantly, you get {ull-power response 


Looking at the Retail Ads 


—the F-Don Rivina. 


for split-second getaway or fore sudden 
safety-surge to get out of a tight spot on 
the highwey. 

Tes a response thrilling beyond all pre- 
vious experrence—because there s never 
been anything like it before in any car. 
And we'd like you to try it — slong with 
the walloping new V8 power, the 


for _Ca® You come in today—this week, for 
sure —and test pilot the hottest Buick 


By Clyde Bedell 
(Mr. Bedell is a consultant in cre- 
ative advertising and advertising 
training.) 

I have never owned a Buick. But it 
isn’t because Buick advertising doesn’t 
have a lot of excellent sell in it. 

“Sell” doesn’t happen in an ad. It’s 
planted, Usually it comes out of one 
of two approaches to copywriting: (1) 
a set of tough standards is developed 
against which the copy is (a) written 
from the outset, and (b) against which 
it is checked and reworked and strength- 
ened. Or (2) someone who has a great 
respect for the power of the written 
word to sell, starts to write a selling 
talk and keeps at it, writing and rewrit- 
ing until all sawdust is squeezed out and 
a strong-thewed dose of persuasion re- 
mains in an easy-to-read style. This lat- 
ter method is writing “by ear.” It’s all 
right if the writer is a tough-minded, 
long-experienced true seller at heart. 
There aren’t many of them writing ad- 
vertising today. 

The “a” method is probably the better 
method, but an enthusiastic natural 
writer is more likely to follow “b.” 
Doesn’t make muth difference, just so 
the ad can stand against some standards 
that are very important. 


= Here are some of the good things 
about this Buick ad: 

The headline is talking to the reader— 
to the prospect—unmistakably. 

It embraces one of the great headline 
ingredients—the one most often used 
weakly—the appeal to curiosity. 

This writer doesn’t write into the 
wind or the vacant sky. He is writing 
to a living flesh-and-blood human, and 
keeps on doing it. 

When he brings up a point, he doesn’t 
state it, then figuratively thumb his nose 
at you. He supports it. 

He interweaves benefits and selling 
points. Because of “that,” you get “this.” 

He distinguishes his offer. 

He carries conviction—gives what he 
says believability. 

He makes the Buick company sound 


human, not like a mechanical playback 
device. 

He asks for action, not in some per- 
functory way, but in a way to make it 
personal, and urgent. 

The whole thing is conversational. 

These are only some of the things 
that can be mentioned. 


= I honestly believe, after meeting 
thousands of admen and women in clin- 
ics and working with hundreds of them 
in private business, that not one out 
of a hundred has any real understanding 
of the positive and dynamic powers of 
good selling copy. 

In most places, and that includes many 
agencies as well as stores and newspaper 
offices, here is space to be filled. So the 
writer writes words and has them set, 
and it’s about that simple, 

Good copy is born differently. 

The writer knows what is being un- 
dertaken. 

And with 100% focus of all his powers 
on the small area of space before him, 
reaches for the human being who is to 
read—who must receive the communi- 
cation—who has to be interested and 
convinced. 

Buick’s a good buy? Sure. But I have 
had enough experience with advertising 
to know that the advertising has not 
been without its powerful influence on 
sales figures. Many important businesses 
have sufficient distribution, sales organi- 
zation and representation, public accept- 
ance, and value in their products, to 
thrive despite weak copy. And they do. 
In all such cases, professional selling 
multiplied (which is advertising at its 
best) would increase their sales notably. 
This is professional selling. 


® If writers of retail copy would study 
national advertising that pushes into the 
collar and works hard to sell, they would 
achieve far better response for their 
stores. Instead, many retail ad people 
look at the most inert, vacuous, and non- 
selling national ads—and because they 
seem to be artistic or creative expres- 
sion—wish to imitate them. 
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TAXICAB INDUSTRY- & 


AUTO RENTAL NEWS ““l 


THE ONLY PUBLICATION 
THAT REACHES THE... 


400,000 VEHICLE TAXICAB — 
AUTO & TRUCK RENTAL MARKET 


Equal to One Million private cars 
in annual mileage and service 
Write for Market Analysis 
200 West 57th St., N. Y. 19 
Circle 6-5389 


Storyboard to Cleary-Strauss 

| Storyboard Inc., Hollywood pro- 
iducer of tv commercial films, has 
‘named Cleary-Strauss & Irwin, 
Hollywood, to handle its public re- 
lations. 


Zenith Names Norman Owen 
Norman C. Owen has been ap- 
pointed manager of distribution of 
Zenith Radio Corp., Chicago. He 
formerly was president of Web- 


ster-Chicago Corp. 


@ |f Your Printer Doesn't Want ‘en, WE DO! 
(or we'll do it for him) 
IMPRINTING OR OVERPRINTING 


OF FOLDED AND BOUND JOBS 


sersen’s IMPRINTING, Inc. CHescpecke 3-2050 


CHICAGO 7 


17 N. Loomis St. 


Appropriate Use Is 
Keynote of Push by 
Southern Pine Group 


NEw Organs, July 26—South- 
ern Pine Assn. has selected Tracy- 
Locke Co., Houston, to handle its 
national advertising campaign, 
scheduled to start this fall in con- 
sumer and business publications. 

The association, composed of 
lumber manufacturers in 12 south- 
ern states, was founded in 1914 as 
a non-profit organization to raise 
the standards of forestry and lum- 
ber manufacturing. 

Its new campaign will tell the 
consumer how to select southern 
pine, properly seasoned and grade 
marked for use in new homes, and 


jhow to improve and alter existing 


homes. 

The association said it believes 
the consuming public wants and 
needs authoritative information on 
the purchase of lumber properly 
conditioned and graded by the 
manufacturer for the use it is to 
serve—structural member, exteri- 
or siding or interior paneling. 

National advertising will not 
feature any one brand or trade 
name. 


Promotes James Igleheart 

James B. Igleheart, formerly 
manager of the warehouse steel di- 
vision, has been promoted to sales 
promotion and advertising manag- 
er of International Steel Co., Ev- 
ansville, Ind. He will supervise 
advertising, public relations and 
promotional activities for all divi- 
sions. 


There’s a BIG new Picture 
im prosperous Louisiane 


covering the rich Keartland of 


The only TV station completely 


Channel 


) 
BATON ROUGE, LOUISIANA 


Louisiana 


- 
eo 


OPELOUSAS 


PLAQUEMINE Q@(= 


LAFAYETTE 


MARKET DATA PREDICTED SERVICE 
Area* WBRZ, Channel 2 


Effective Buying Power 
Retail Sales 
Food Sales. 
Automotive Sales 
Drug Sales 


Saas oe ohmmart $129,460,000 
$122,571,000 
$ 16,371,000 


SOURCE: Sales Management's Survey of Buying power, 


1954 
*Class “B” 


{Television Magazine 


Effective Buying Power! 


(A 
DONALDSONVILLE y 
x 


NEW IBERIA 


HAMMOND 


a 


( } BATON ROUGE 
“SS 


=) 


MORGAN CITY 


NBC-ABC 
POWER: 


100,000 watts 


MORE TOWER: 
1001 ft. G6 inches 


Largest TV Antenna 


im the United 
12 Bays— Cha 


Advertising Age, August 1, 1955 


Fit Machines and 
Products to User: 
Franklin Institute 


PHILADELPHIA, July 26—Very of- 
ten, the inventor and the manufac- 
turer fail to make the machine or 
the product fit the user—the hu- 
man being. 

The result is, according to the 
Franklin Institute’s laboratories 
for research and development, 
“hidden costs.” These hidden costs 
spring from inefficient matching of 
operator and machine, personnel 
fatigue, health and safety factors, 
time dissipation in employe-con- 
sumer relations and in materials 
handling. 

The Franklin Institute has 
launched a long-range promotion 
campaign to acquaint business men 
with its work in the field of re- 
search on the relationship of man 
and machine. 


# Adrian Bauer Advertising Agen- 
cy, named to handle this campaign, 
has produced the first in a series 
of booklets, “Engineering Psychol- 
ogy,” which tells how the labora- 
tories measure human factors in 
relation to every phase of produc- 
tion, distribution, marketing and 
sales. 

Other brochures being prepared 
deal with “Product Development 
and Design” and “Automation.” 

One of the goals of the labora- 
tories, according to “Engineering 
Psychology,” is “to determine 
where and how manufacturing 
operations are losing money 
through ‘human handicaps.’”’ 

“The evaluation of man and ma- 
chine also extends to the use of the 
product in the hands of the con- 
sumer,” the brochure explains. 
“From _ scientific data received 
from research at the consumer 
level, the manufacturer is in a po- 
sition to rectify the faults of de- 
sign and place his product on a 
more advantageous footing in the 
competitive field.” 


Denver Likes Camels, 
Also Maxwell House, 
Folger's Coffees 


DENVER, July 26—Nineteen out 
of every 20 homes in Denver serve 
some kind of coffee, and 62% of 
the city’s households include at 
least one smoker, it was disclosed 
today in a survey published by 
Station KOA. The survey was con- 
ducted by Research Services Inc., 
Denver, for the radio and tv sta- 
tions. 

Almost 58% of the families use 
both instant and regular coffee, 
35% use only regular coffee and 
2% drink instant coffee exclusive- 
ly. Folger’s was used in 23% of 
the homes to lead the regular cof- 
fee brands, with Hills Bros. in 
second place with 19%. 

Maxwell House dominated the 
instant coffee field, with three out 
of every ten (31%) homes serving 
this brand. Sanka was runner-up, 
with 10% of the market. 

Camels were found to be the 
most popular cigaret in the Denver 
metropolitan area market; 23% of 
the homes reported that they in- 
clude Camel smokers. Lucky Strike 
and Viceroy tied for second, with 
17%. Pall Mall and Chesterfield 
ranked third and fourth. 

Viceroy, with 23%, rated first 
among the cigaret-smoking house- 
wives. Viceroy also had the highest 
brand loyalty of any of the cigarets 
tested, the survey revealed. 


Moses Joins Brown & Staff 

Llewellyn Moses has joined By- 
ron H. Brown & Staff, Beverly 
Hills, as an account executive. He 
was formerly with Harrington- 
Richards, Los Angeles, as account 
executive for Squirt Co. and Pa- 
cific Coast operations of U.S. Rub- 
ber Co. 
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‘Reader's Digest’ Denies Trend to 
Editorial Ads, but Likes ‘em Better 


(Continued from Page 3) 
specific reference to whether they 
followed the RD format or not. 

The use of the “Advertisement” 
slug, Reader’s Digest feels, adds up 
to “no real growing use” of the 
device. 

The magazine, on the other hand, 
reports it is pleased by what it 
regards as seemingly more skillful 
use of advertising by agencies and 
their clients. 

“They are using the Digest bet- 
ter,” was the magazine’s judgment. 

Actually the over-all proportion 
of editorial-style ads is somewhat 
higher than 16%, but for the sake 
of avoiding arguments, the AA 
study includes only those ads 
which the magazine’s editors have 
deemed sufficiently close to edi- 
torial format to call for the word 
“Advertisement” in the top margin. 


® Furthermore, the proportion of 
editorially constructed ads does 
appear to be on the increase. In the 
first ad-carrying issue only two 
ads bore the “Advertisement” dis- 
claimer. This was 6% of the num- 
ber of advertisements. 

In May, the second issue con- 
taining advertising, there were 
seven (23%). In June the figure 
dropped back to three (9%), but 
in July it zoomed to a new high 
of eight (26%). The current (Au- 
gust) issue dips slightly again, 
with six ads in the editorial vein 
(19%). 

(In terms of pages the figures 
would be slightly higher.) 

Ethyl Corp. leads the group of 
advertisers which has so far placed 
a total of 26 pages of editorial 
style ads. Ethyl has run three such 
ads—in April, July and August. 

Five other companies have run 
two ads apiece in the five months 
the magazine has made advertising 


Advertisement 


w The Truth About Meat 


— 


dhe 
wt 


~ Most Important Food in the Human Diet 


eat is the most desired food in 
the world. It is the only food 
that offers a sufficient amount of all 
twenty-two amino acids necessary 
to maintain good health. Medical 
findings indicate that high level of 
health is directly related to meat 
consumption. Yet because of its 
high cost, few people have as much 
meat in their chet as they desire. 
One of the most interesting and 
least known facts about meat is 
that all cuts and grades of meat are 
equal in food value. This means 
that the less expensive, less tender 
economy grades of meat supply the 
same nourishment as the most 
expensive cuts. 

n the United States, steak and 
roast beef are the twe most favorite 
food dishes. But only 22% of all 
meat is sufficiently tender to broil 
or oven roast. The remaining 78% 
must be prepared as stew, pot roast, 
swiss steak, hamburger, etc 

Today, however, it is possible to 
make tender steaks and roasts from 
the less expensive, tougher cuts of 
meat, as well as guarantee prime 
tenderness to the most expensive 
cuts. This means that everyone can 
cat as much meat as he wants— 
cooked the way he likes it 

reason is Adolph’s Meat 
Tenderizer, a pure food product 


positively makes any cut of meat 
extra tender. There is no longer 
any reason to serve a tough piece 
of meat ever again. This is why 
Adviph’s has been acclaimed by 
food experts, doctors and dieticians 
as one of the most valuable benefits 
to modern cooking 

Adolph’s improves the tender- 
ness and flavor of all meats (beef, 
pork, veal, lamb, fish, poultry and 
game). Tests prove that cooking 
time and shrinkage are reduced as 
much as 30%! This guarantees 
larger, juicier servings. 

By using Adolph’s whenever you 
prepare meat, you can serve more 
meat more often prepared the way 
you like to eat it, with no increase 
im your food budget. With Adolph’s, 
it costs less than one penny to make 
a pound of meat deliciously tender 
—regardless of kind or cost 

Adolph’s Meat Tenderizer is 
available both seasoned (with 
spices) and non-seasoned — in the 
condiment or spice sections of food 
stores everywhere. 

Ask your grocer for Adolph’s 
New Meat Recipe Cards — Free! 

To satisfy the tremendous inter- 
est on how to prepare roasts and 
freeze meats with Adolph’s, two 
booklets have been prepared and 
are obtainable free on request. 


containing an enzyme from the 


¢ Write Adolph’s, Box 1203Y, Bur- 
tropical papaya melon. Adolph's 


bank, California. ©1995 Assipw's, us 
‘DIGEST’ DIGESTION AD—This ad for 
Adolph’s Ltd. in the August Read- 
er’s Digest is virtually indistin- 
guishable from the magazine’s edi- 
torial copy treatment. It was 
placed by J. P. Shelley & Asso- 
ciates, Los Angeles, the Adolph’s 
agency of record. 


space available. They are National 
Homes Corp., Credit Union Nation- 
al Assn., Adolph’s Ltd., Chrysler 
Corp. and General Electric Corp. 


® The remaining ads are distrib- 
uted one apiece among 13 adver- 
tisers. They are America’s Electric 
Light & Power Cos., Western Elec- 
tric Co., Sylvania Electric Products, 
Reynolds Metals Co., Shell Oil Co., 
Simmons Co., Equitable Life As- 
surance Society of the U.S., Stand- 
ard Brands (Tender Leaf Tea), 
General Foods (Postum), General 
Petroleum Corp. (Mobilgas), Art 


Foods (Py-O-My), Sunkist Grow- 
American 


How today 10 million of us 
travel a safer financial road together 


bpm things our rogether in the 
Amencan cathion has enabled 


certain groups of people in our country serene 
to secure a remarkable degree of pro- 
tection against money troubles. They 
belong to credit unions. 

A credit union is simply a group of 
people with some common bond, such 
as employment in the same @ompany, 
who operate their own b ng 
savings system under s proven plan 
chartered and supervised by state or 
federal agencies. 

The members save their money to- 

gether « little at a time whenever they 
can. A good return is paid on the money. 
Loans are made at low cost. 
* But che grearest service of the credit 
union is to provide a ready source of 
understanding credit. A means by which 
people working together can improve 
thei living standards gevung 
wnto financial difhculues. 


The entire credit union idea is 
in action— ing 
things out cogether with dignity of 
spurt. Management, labor, church and 
rs all heartily endorse credit 
unions. Anyone employed by a com 
pany with 50 or more employees, or 
belonging vo a church of other group 
can help get a credit union started. One 
person, informed about credit unions, 
can easily be the instrument of great 
good co himself and hundreds more 
where he works or lives. 
Send for tree booklet. Jusc write and 
say, “Tell memoreabout credit unions.” 
Sign your name and address and mail co 
Credit Union, Dept. R, Box 57, Madi- 
son, Wiscoasia, U.S.A. 


WAGON TRAIN—CTedit Union Na- 
tional Assn. is using this page ad, 
prepared by J. Walter Thompson 
Co., in the August issue of Reader’s 
Digest. The italicized capsule story 
at the head of the second column of 
copy duplicates a Digest editorial 
technique. 


Railroads. 

And these advertisers are ex- 
pressing some _ dollars-and-cents 
conviction back of their feeling 
that the editorial format will pay 
off—even though they are in the 
minority of advertisers in the mag- 
azine. A b&w page in Reader’s 
Digest costs $26,500. 

One facet of the operation by 
which Reader’s Digest separates 
the ad-type ads from the editorial- 
type ads, which is not obvious at 
first glance, is the style of type 
in which the “Advertisement” slug 
is printed. There are versions in 
two sizes of light italics (7 and 8- 
point) and a bolder caps-small 
caps version. The distinction among 
them is not made clear. 


® Leaving the question of format 
aside, RD advertisers make other 
obeisances in the direction of 
Reader’s Digest editorial matter. 

“The most unforgettable pen you 
will ever meet,” the headline on 
the Parker Pen Co. ad in the April 
issue, bears a striking resemblance 
to the magazine’s regular editorial 
feature, “My most unforgettable 
character.” 

The theme is echoed—rephrased 
—by Ford Motor Co. in the same 
issue, with this head: “Your most 
memorable motoring experience.” 

Even Elsie the Borden cow was 
unable to refrain from getting into 
the act. “But Elmer,” she says, in 
the April issue, “in Reader’s Digest 
the ad has to be short.” 

In the June issue, North Ameri- 
can Philips Co. headlines its page, 
“Shaver’s Digest of reasons why 
Norelco is the finest electric shaver 
in the world.” 


Miles Named Ad Director 

Philip Miles has been appointed 
director of advertising and public 
relations for Restaurant Associates, 
New York, effective Aug. 8. Mr. 
Miles formerly was an account su- 
pervisor of Lynn Farnol, public re- 
lations, New York. Restaurant As- 
sociates owns and operates the 
Rikers chain, Corner House units, 
and restaurant facilities in hotels, 
military installations and industrial 
plants. 


Butte, Herrero & Hyde Bows 


Bruce Butte, Lowell Herrero 
and William Hyde have formed 
Butte, Herrero & Hyde, with of- 
fices at 488 Pine St., San Francis- 


co, to produce graphic arts. 


Trade, Consumer Ads 
Feature New Push for 
Operation Snowflake 


PrrrspurGH, July 26—Last year’s 
“Operation Snowflake” helped par- 
ticipants increase appliance sales 
by 20% to 40%, says US. Steel 
Corp., as it announced media al- 
locations for a repeat drive this 
fall. 

The 1955 campaign again will in- 
corporate a six-weeks pre-Christ- 
mas promotion for “white goods” 
made with steel—dishwashers, 
ranges, refrigerators, freezers, wa- 
ter heaters, dryers, washers and 
ironers. An outline of the plans 
had been announced earlier (AA, 
Dec. 13, °54). 

The drive will use the same 
theme as last year: “Make It A 
White Christmas—Give Her a Ma- 
jor Appliance.” 

U.S. Steel says this year’s “Oper- 
ation Snowflake” will get increased 
advertising support. 

Between Oct. 8 and Dec. 25, 1,- 
000-line ads will run in 238 news- 
papers. Color spreads are sched- 
uled for The Saturday Evening 
Post, Nov. 26, and the December 
Farm Journal. In addition, “Oper- 
ation Snowflake” will be promoted 
four times on CBS-TV programs, 
twice on the “U.S. Steel Hour” and 
twice on General Electric’s “Front 
Row Center.” 


® Before the consumer drive be- 
gins, U.S. Steel will run an exten- 
sive trade promotion to line up 
support from retailers and ap- 
pliance manufacturers. There will 
be 24 insertions in 10 trade papers. 

Direct mailings will go out to 2,- 
400 distributors, 550 electric com- 
panies, 1,000 gas companies, 950 
rural electrification co-operatives 
and 2,400 banks. Complete mer- 
chandising kits will be available to 
all participants. 

To help newspapers sell more 
Christmas appliance advertising, 
U.S. Steel will distribute a 12-page 
supplement to 9,300 weekly news- 
papers and 1,500 dailies as a spe- 
cial section of Publishers’ Auzil- 
iary. Other dailies will be covered 
directly by U.S. Steel. 

Batten, Barton, Durstine & Os- 
born is the agency. 


Guild Films Set to Produce 
Video Film Commercials 


Guild Films Co., New York, has 
set up a new division to produce 
television commercials. This com- 
pany, which hitherto has devoted 
itself exclusively to the production 
and syndication of shows, has al- 
ready started pitching for the new 
type of business. 

The commercials department of 
Guild will be directed by Joel 
Spector and Wally Gould. Mr. 
Spector formerly was with Grey 
Advertising Agency and Mr. Gould 
previously worked at Robert Law- 
rence Productions. 


Coast PR Group Elects 

Carroll R. West, v.p. of Title 
Insurance & Trust Co., has been 
elected president of the Southern 
California chapter of the Public 
lations Society of America. Other 
officers elected are Fred W. John- 
son, Associated In-Group Donors; 
Randolph Van Nostrand, Merchants 
& Manufacturer’s Assn., and George 
H. West, Consolidated Engineering 
Co., v.p.s, and Fred H. Comstock, 
California Trucking Assn., secre- 
tary-treasurer. 


Oregon Ad Assn. Elects 

James W. Murphy, president of 
Carter Rice & Co., has been 
elected president of the Oregon 
Industrial Advertising Assn., Port- 
land.. Other new officers include 
Dar Johnson Jr., Esco Co., V.p.; 
Harold C. Ellicot, M & M Wood- 
working Co., secretary, and R. K. 
Foley, Pacific Power & Light Co., 


treasurer. 


“BN - 


59 


- 
= ae 


New car buyers- 30 


of the people, 15 years and older, in households owning 
new automobiles, in New York City and suburbs... 


are News readers- 


as you'll learn from the most comprehensive study 
ever made of the metropolitan market, and the part 
which each New York newspaper reaches. See the 


Profile of the millions 


... based on findings in 10,349 personal interviews 
made by W. R. Simmons & Associates Research, Inc., 
in New York City and suburbs. Visual presentation, 
by appointment only. Ask any New York News office. 
(Copyright 1955 by News Syndicate Co., Inc.) 


x JQ 


Vacationers -40% 


of the people (15 years and over) in New York City & 
suburbs, who took a vacation in the last twelve months 


are News readers- 


Daily News readers are the largest buyers in the New 
York market of new homes, automobiles, groceries, 
stocks and bonds, women’s dresses, suits, stockings, 
children’s clothes, cigars, liquors and air conditioning 
units. No advertiser can afford to miss the significant 
new data on newspaper readership in the survey 


Profile of the millions 


presented visually by appointment to advertisers 
and agencies. Inquire any New York News office. 


(Copyright 1955 by News Syndicate Co., Inc.) 


Lipstick buyers~- 41% 


of women readers of New York newspapers (City 
& suburbs) who used lipstick in the past month 


are News readers- 


The Daily News audience, which includes 
2,290,000 women—owns most of the homes, cars, 
electric appliances, has most of the jobs, incomes, 
charge accounts, children in school. You can get 
a lot of new data on their buying habits in the 
best study ever made in the New York market 


Profile of the millions 


the guide to better marketing, now being shown in 
visual presentation. Call any New York News office. 
(Copyright 1955 by News Syndicate Co., Inc.) 
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Olin Mathieson Increases Use of Outdoor 
to ‘Burn’ Product Symbol into Users’ Minds 


New York, July 27—Use of out- 
door posters to establish a new 
product symbol is being tried by 
the agricultural chemical division 
of Olin Mathieson Chemical Corp. 
In its first three years the effort 
has been so successful that the 
budget this year is six times as big 
as it was in 1952. 

When the company decided to 
feature the letters “AP” in all of 
its advertising, it realized it had to 
build recognition and acceptance of 
the symbol among the largest pos- 
sible number of prospective cus- 
tomers in the shortest possible 
time. 

So all this spring and summer, 
AP, in giant red letters has been 
blazing from Olin Mathieson’s 24- 
sheet posters in major farm cen- 
ters and along rural highways in 
southern, southwestern and Middle 
Atlantic states. 

Charles J. Murphy, director of 
the company’s chemical advertis- 
ing, says that the company is 


different 


because it is a 


story, sample copy 
LISHING CO. 


22 E. HURON ST. 
CHICAGO 11, ILL. 


om G 
HAYWOOD PUB 


“counting on outdoor’s tremendous 
repetition power to burn those big 
red APs into the minds and memo- 
ries of customers.” 

Supplementing the outdoor cam- 
paign, farm and banking maga- 
zines, plus radio and tv farm pro- 
grams, are being used. 


® The AP initials represent the 
company’s registered trademark, 
Ammo-Phos. For Olin Mathieson 
salesmen, the letters have addition- 
al meanings. For example, AP also 
makes a good talking point for “ad- 
ditional profits,” “available phos- 
phorus,” “advance protection,” etc. 

A relatively new user of the out- 
door medium, Olin Mathieson first 
| tried posters in 1952. Having expe- 
rienced difficulties in obtaining all 
the space desired, the company 
now is working out a plan whereby 
its 1956 space reservations will be 
made six months in advance. 

District managers have the re- 
sponsibility for selecting the poster 
markets because of their knowledge 
of planting time tables for crops 
in their areas. Posters are used in 
each market at the time their sales 
appeals coincide with the farmers’ 
need for the product. For example, 
AP posters reach the Texas Gulf 
Coast rice grower in January, the 
Oklahoma wheat grower in Sep- 
tember. 

Targets of the outdoor drive are 
farming centers and dealer centers. 
Olin Mathieson salesmen brief 
dealers on the objectives and 


for advertising 


or any other 


reproductive use, 

need the best 
photoengraving craftsmen 
to capture on metal 

the subtle excellence 

of their work. 


MILLER & HUTCHINGS, INC. 


333 WEST LAKE STREET, 
AT WACKER DRIVE 


CHICAGO 6, ILLINOIS 
AMERICA'S FINEST PHOTOENGRAVING PLANT 


to SaveTime! 


suit, 
that 


If you are looking to buy a man’s 
fon oak in a stove that features 
d of merchandise; similarly, 

if you’re looking for an employee— 
or a job—in the advertising field, 
look in Advertising’s Market Plaee, 
the classified section in Advertising 
Jobs and the people to fill them 
vertise every week where they 


ao 


a 


can reach professional advertising people. Take a look at the 
Market Place appearing in this issue. 


Advertising Age ... for action ! 


200 £. ILLINOIS ST. * CHICAGO 11 
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cal division, which started using 


timing of the outdoor campaign. 


® The company is convinced that 
“posters tell the dealer that Olin 
Mathieson is doing an advertising 
job.” Dealers are supplied with 
quantities of envelope stuffers 
showing the current poster design, 
as well as window streamers, and 
miniature (20x12%”) posters for 
window and counter display. 

In addition to the regular cam- 
paign, the local dealer may add 
more posters to his market cover- 
age by accepting a cooperative ad- 
vertising plan offered by the com- 
pany. Although 1955 figures are 
incomplete, AA was told that a 
majority of dealers are taking ad- 
vantage of this feature. 

In placing heavy emphasis on 
outdoor, Mr. Murphy said, the 
company is keenly aware of the 
fact that today’s farmer is a much 
traveled man. Labor-saving ma- 
chinery and improved scientific 
methods have given him and his 
family considerable leisure. 

He and members of his family 
travel extensively in their home 
area to attend local agricultural 
meetings, to buy equipment and 
supplies and to take part in various 
social and civic activities. 


® This “circulating” farmer is the 
object of Olin Mathieson’s poster 
advertising. Posters are planned to 
reach him along rural highways 
and at buying centers. Copy is 
stripped down to secure the utmost 
in attention, readability and mem- 
orability values. 

Last year the company added ir- 
rigation and insecticide advertising 
to its outdoor coverage. The medi- 
um’s flexibility, AA was told, 
serves as an insurance policy 
against variations in weather con- 
ditions. If the season is dry, irriga- 
tion posters are used. If the season 
is wet, insecticide posters are given 
feature treatment. 

Doyle, Kitchen & McCormick, the 
agency that handles Olin Mathieson 
chemical and fertilizer advertising, 
recommended the use of outdoor 
advertising in 1952. The results and 
dealer enthusiasm were impressive, 
AA was told. This year, the agri- 
cultural chemical division’s out- 
door appropriation has been in- 
creased to six times what it was 
three years ago. 


FTC Files Complaints Against 
Three Insurance Companies 


SUPER-SYMBOL—Olin Mathieson Chemical Corp.’s agricultural chemi- 


increased its appropriation for the medium six fold for its current 
campaign. Doyle, Kitchen & McCormick is the agency. 


| Court in Milwaukee 


outdoor advertising in 1952, has 


Backs Store Against 
GE in Fair Trade Case 


MILWAUKEE, July 26—Federal 
Judge Robert E. Tehan last week 
denied a petition for a temporary 
injunction to restrain the Boston 
Store from advertising and selling 
General Electric small appliances 
at below fair trade prices. The 
petition was filed a month ago by 
General Electric Co. in federal 
court here (AA, June 27) against 
the Boston Store. The company al- 
so filed suits against ten other 
Milwaukee department stores and 
appliance dealers. 

In an oral opinion, Judge Tehan 
said that GE did not “diligently 
enforce” its fair trade program, ob- 
serving that there were “flagrant 
and widespread” violations in the 
Milwaukee area. 

Judge Tehan also said that GE’s 
efforts to enforce its fair trade 
price structure “do not measure up 
to acceptable standards of reason- 
ableness, diligence and effective- 
ness.” He added that a temporary 
injunction would create “great 
hardship” for the Boston Store, 
which, he said, had abandoned 
its fair trade agreements after 
finding violations elsewhere. 


® Boston Store officials admitted 
selling below “fair trade” prices 
but added that the store considered 
“fair trade” agreements with GE 
invalid because the company did 
not properly enforce them. 

Robert Walton, small appliance 
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Judge Tehan that the GE division 
spent $500,000 last year enforcing 
fair trade pricing, and has budg- 
eted another $750,000 to continue 
the program through 1955 (AA, 
June 27). Mr. Walton also stated 
that up to June 1, GE has signed 
16,291 fair trade agreements with 
dealers, conducted 27,573 shopping 
tests in 44 states, sent 5,858 letters 
to stores warning of alleged viola- 
tions and started suits againts 1,057 
stores in 24 states since the fair 
trade pricing program began in 
September, 1952. 

Suits against 10 other Milwaukee 
department stores and appliance 
dealers are still pending in federal 
court here. 


Birds Eye Tests Frozen 
Potato Patties in N.Y., L.A. 


Birds Eye division of General 
Foods Corp. is testing frozen potato 
patties in the New York and San 
Diego-Los Angeles areas. The pat- 
ties, made of raw-shredded Maine 
potatoes, weigh about three ounces 
each and are packed four to a box. 
They sell between 17¢ and 19¢ a 
package, Seasoned with onion and 
salt they do not need to be de- 
frosted before cooking, and can be 
pan-fried, hash-browned, broiled, 
baked and used in potato soup or 
potato salad, GF says. 

Newspapers, radio spots and 
point of sale advertising are being 
used. Young & Rubicam is the 
agency. 


Minnigerode to Magic Chef 

Eugene W. (Gene) Minnigerode 
has joined the advertising depart- 
ment of Magic Chef Inc., St. Louis, 
succeeding Clark Shannon, who re- 
tires Aug. 1 after 32 years in the 
department. Mr. Minnigerode for- 
merly was with Roman Advertis- 
ing Agency, Advertising Artists, 
Master Typographers and Mulligan 
Printing Co. 


WOR Promotes Jackson 
Richard A. Jackson has been 
promoted from manager of publi- 
city to director of public relations 
for WOR and WOR-TV, New York. 


WEST COAST 
PUBLISHERS’ REP. 


Coastwide organization with 
advertising 


ional 
References, full details. 
WILLIAM A. AYRES CO. 
233 Sansome St., San Francisco 
YUkon 6-2981 


fair trade manager, previously told 
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charged with misrepresenting 
benefits in advertising of policies. 
The new complaints name Inter- 
Ocean Insurance Co., Cincinnati; 
Washington National Insurance 
Co., Evanston, Ill., and Craftsman 
Insurance Co., Boston. 

A total of 31 insurance concerns 


October. Two of the cases have 


and the others are still in Jitiga- 
tion. 


N. Y. Adwomen Move 
Advertising Women of New York 
has moved into new headquarters 


at 140 E. 63rd St., New York. 


The Federal Trade Commission | 
has added three more insurance | 
companies to its list of those 


have been FTC targets since last | 


been settled by consent decrees, | 
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displays and countless association shows 
from coast to coast. 

Complete Rental Equipment Service in- 
cludes, installation and removal at one 
low cost. 


Write for Free Catalog of Equipment 


234 Piquette Ave., Detroit 2, Mich. 


need expert lighting for 


motion pictures 

tv shows 

special events 
conventions 
displays 

Then call Jack Frost, one of the largest 
suppliers of temporary lighting equip- 


ment in the U.S. and Canada. Jack Frost 
has handled the lighting of gigantic 


sets, TV productions, convention 


free estimates 


Department AA 
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Hope Electrical's Initial Ads Turned 
33% Sales Deficit into Record Gain 


(Continued from Page 52) 
all portions of the economy do not 
recede at the same time or at the 
same pace. 

“And sixthly, we are being spe- 
cified as the source of supply by 
about a dozen of the top-flight 
companies in the country which 
didn’t even know we existed on 
June 16 when the campaign began. 
In most of these cases we know 
that the trade paper ads provoked 
the request for a catalog, and the 
catalog did its job. 

“But we recognize that it took a 
good talking ad to provoke the im- 
pulse to write for that catalog—it 
was the ad that opened the right 
door to the right desk, and that’s 
a real accomplishment.” 


® The copy that produced this 
highly satisfactory result was, nat- 
ually, direct and technically cal- 
culated to appeal to the require- 
ments of the audience to which it 
was addressed. The blueprint illus- 
trations showing exactly how the 
various items in the Hope line 
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EXPLOSION HOUSINGS by HOPE 
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NEAT, NOT GAUDY—Hope’s copy, by 
Oliver-Beckman, New York, makes 
up for anything it may lack in 
glamor with comprehensive factual 
information. 


could be used undoubtedly helped 
greatly in getting the story across. 
Here is a typical piece of copy 
addressed to the wholesaler: 

“You can build up plenty of 
sales, and make plenty of profit, 
without tying up space or money 
in inventory, when you handle 
Cast Boxes by Hope. Three rea- 
sons why it pays to do business 
with Hope: 1. A comprehensive 
line of high-quality cast boxes to 
meet every need of your customers 
in the industrial, heavy contract- 
ing and utility fields. 2. A 100% 
policy of distribution through dis- 
tributors, with discounts that allow 
you a favorable margin of profit. 
3. An opportunity to make profit- 
able sales on standard or custom 
boxes—without any need for you 
to carry stock.” 

To the contractor, copy offered 
six reasons for buying the Hope 
line, with details of standard con- 
struction and typical modifications 
in the blueprint: 


® “164 standard sizes in just a sin- 


struction—tightly gasketed closure 
between box and cover will not 
permit entry of rain, snow, sleet or 
dust under normal conditions. 6. 
Convenient to order—your local 
distributor will handle your re- 
quests for standard or special Boxes 
by Hope.” 

This copy could hardly be called 
spectacular, but it obviously pre- 
sents information needed by users 
of equipment which Hope pro- 
duces. 

Hope Electrical Products Co. is 
now a regular, if modest, adver- 
tiser, and it may be predicted that 
it will remain so. After all, the 
company’s first campaign all but 
saved its life. 


‘AR’ Survey Reveals 
Price Is Vital in 
Buying TV Films 


CuicaGco, July 28—Price is most 
important in the placing of a con- 
tract for television films, according 
to a survey conducted by Advertis- 
ing Requirements, and appearing 
in the August issue of the maga- 
zine. 

Advertisers and ad agencies were 
asked 25 questions by AR on how 
they buy tv films. Replies were re- 
ceived from 54 agencies and 35 ad- 
vertisers, a return of about 10%. 
Included are the largest tv adver- 
tisers in the U.S., and agencies 
which in the aggregate place more 
than one-half of all tv advertising. 

In the question, how important 
is price in the placing of a contract 
for television films, 45 said it was 
of major importance. Other an- 
swers were: secondary to quality 
(19); has to meet budget require- 
ments (7); must be based on film 
costs and technical qual’ty (3); 
important, but not paramount (2); 
depends on marketing problem (2), 
and most important in terms of 
cost per 1,000 viewers (1). 


= Fifty-two respondents said their 
tv budgets allocated percentages 
for time, program production and 
commercial production, with 34 
answering no to the question. 
Forty-eight said they thought ani- 
mation in films was not too expen- 
sive, while 31 felt that it was. 

Asked if they were interested in 
production of color films for tv at 
this time, 36 answered yes and 51 
replied in the negative. In regard 
to trends in favor of any specific 
length of program, such as 15-min- 
ute, half-hour or hour shows, 36 
said they thought there was such 
a trend, 13 said the trend was to- 
ward half-hour shows, one thought 
15-minute shows were becoming a 
trend, and 30 said they could see 
no trend. 

Agencies reported that the final 
decision regarding the purchase of 
story films and commercials usual- 
ly was a group decision. Among 
advertisers, the advertising man- 
ager, with eight votes, was the man 
who made such a decision, al- 
though many other company of- 
ficers received votes. 


JOHN H. COLLIER 


gle type of box by Hope. Check 
these reasons for buying Cast | 
Boxes by Hope: 1. Hundreds of 


shipment. 2. Custom modifications 
factory-made promptly and at 
moderate cost. 3. 
strong, dense, durable cast iron. 


mit easy hole cutting and sharp 
threading in shop or in the field. 

“4. All boxes hot dip galvanized 
for lasting protection without need 
of recoating. 5. Weatherproof con- 


sizes carried in stock for prompt. 


heating equipment, died at his 


New York, July 28—John H. 
Collier, 70, former president and 
board chairman of the Crane Co., 
manufacturer of plumbing and 
last 


home in Fairfield, Conn., 


| 


All boxes of night after a long illness. A native 


\of Chicago, Mr. Collier, after tak- 
Excellent machining qualities per- | 


ing his engineering degree at 
‘Purdue University, joined the 
‘Crane Co. in 1903. He became v.p. 
‘of manufacturing in 1933, presi- 
dent in 1941 and board chairman 
in 1946. He retired in 1951. 


SEOs Care 


Shoe Workers Union 
Volunteers $100,000 


for Ad Promotions 


(Continued from Page 1) 

of living for the nation’s 250,000 
shoe production workers. Getting 
more people to buy and wear more 
shoes is just as much the primary 
concern of the labor unions as it is 
the primary interest of the nation’s 
25,000 retail shoe stores, the 1,000 
shoe manufacturers and the several 
thousand member firms in the al- 
lied trades. We all have an equal 
stake in such an objective.” 

Mr. Mara is urging a large-scale 
industry-sponsored promotional 
program designed to bring about a 
steadier and stronger rise in per 
capita shoe consumption. In one 
way, if shoe manufacturers would 
accept an assessment of 1¢ a pair, 
it would total $5,500,000 at current 
production levels. A half-cent as- 
sessment would bring $2,750,000. 


s “A similar assessment plan, 
based on payrolls, could apply to 
the nation’s shoe workers,” he said. 
“On such a plan our own union 
could contribute as much as $100,- 
000 a year. That figure might be 
doubled if other unions went 
along—and doubled again if all 
shoe workers, organized and unor- 
ganized, participated.” 

In a detailed economic report 
prepared by the union, con- 
cern was expressed about the “er- 
ratic and unsatisfactory progress” 
in per capita shoe consumption 
over the past decade particularly. 

Consumption of men’s and boys’ 
shoes has shown a “disturbing de- 
cline” over the past decade, and 
there has been no progress in con- 
sumption of babies’ shoes on a per 
capita basis, although consumption 
of women’s shoes has risen from 
three to four pairs, or 33%, and 
children and little girls have 
shown a gain. 

Mr. Mara said these gains indi- 
cated that people will buy and 
wear more shoes “if properly 
stimulated and educated.” 


"Wallace's Farmer’ 
Publisher Pierce 
Is Dead at 74 


Des Mornes, July 28—Dante 
Pierce, 74, publisher of Wallace’s 
Farmer & Iowa Homestead, died 
in his home here yesterday after 
a short illness. 

Mr. Pierce was born in Bedford, 
Ia. He left Iowa State College in 
1899 to go to work for his father’s 
publishing company, the Old 
Homestead Co., publisher of the 
Iowa Homestead. He worked in the 
company plant, and later sold live- 
stock advertising and worked in 
the office as assistant to his father. 
He became publisher of the maga- 
zine in 1920 when his father died. 

Mr. Pierce sold the Iowa Home- 
stead to Wallace’s Farmer in 1929, 
and six years later bought back 
the publishing company and com- 
bined the two farm papers. Henry 
Wallace, former Vice-President of 
the U.S. and Secretary of Agricul- 
ture, was a close friend of Mr. 
Pierce’s and served as editor of 
the Wallace’s Farmer & Iowa 
Homestead until he went to Wash- 
ington in 1933. 

Mr. Pierce is credited with di- 
recting the writing of the first 
Agricultural Adjustment Act. He 
was a friend of Presidents Hoover, 
Coolidge, and Franklin D. Roose- 
velt, and was a frequent visitor at 
the White House in their ad- 
ministrations. 


NBC Spot Sales Adds Two 

Two new salesmen have joined 
the Chicago staff of NBC Radio 
Spot Sales. They are Harry D. Ja- 
cobs, formerly with Forjoe & Co., 
and George Dubinetz, a former car 
dealer. 
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GAVEL CHANGES HANDS—Eugene Blackwell, Chicago promotion man- 

ager, American Weekly, goes “under the hammer” as he takes over 

the presidential duties of Chicago’s Advertising Executives Club 

from Helen Laycock, advertising and sales promotion manager of 
The Fair Store. 


(Continued from Page 1) 
announced its changes, the figures 
ran like this: From 1,200,000 to 1,- 
250,000 in circulation—an advance 
of about 4%; and from $2,650 to 
$2,950 in b&w page price—a gain 
of something like 11%. 

The Saturday Evening Post plans 
a jump from 4,550,000 to 4,650,000 
in circulation—about 5%. But it 
also plans an increase from $16,800 
to $18,145 in page rates—about 8%. 

Some books have moved about 
the same distance, percentage-wise, 
in both categories. Family Weekly 
went up 60% with a move from l1,- 
400,000 to 2,225,000 and from $4,900 
to $7,000. And U.S. News & World 
Report tacks on nearly 11% when 
its circulation goes from 700,000 to 
775,000 and just over 10% when 
its bkw pages cost $3,975 instead of 
$3,605. 


= And Redbook is moving up 5% 
in both respects—2,000,000 to 2,- 
100,000, and $5,945 to $6,240. Then 
there’s TV Guide moving the other 
way—a hike of 45% in rates (from 
$4,200 to $6,000) is more than off- 
set by a 100% advance in circula- 
tion (from 1,500,000 to 3,000,000). 

But Baby Talk advances 124%2% 


Magazine Guarantees Are on Upgrade 
But Costs Push Rates Up Faster: MAB 


in circulation (400,000 to 450,000) 
and more than 15% in rates ($2,- 
540 to $2,855). And Compact zooms 
374%2% in circulation, going from 
200,000 to 275,000, while jumping 
5% in rates, advancing from $395 
to $600. 

Figures compiled by the Maga- 
zine Advertising Bureau show ad- 
vertising costs, on the basis of 
rates-per-thousand, have lagged 
far behind other types of costs: 


35-39 % 
Average ‘54 Gain 
Wholesale prices, 
all commodities 
(‘47-49 as 100) ...) 52.4 110.3 110.5 


Wholesale prices, 
paper and pulp 
(‘47-49 as 100) .... 

Average weekly 
earnings of workers, 
newspaper and 
periodical printing $35.96 $92.98 158.6 

Magazine ad costs, 
rates per 1,000 
b&w pages, 


52.0 116.3 123.7 


4.02 4.71 17.2 

The point, which any magazine 
will be glad to verify, is that 
advertisers are getting a break for 
their money when they buy maga- 
zines. 


In ‘54, 8 Canadian 
Agencies Billed 
Over $5,000,000 


(Continued from Page 1) 
billings of $156,000,000. The aggre- 
gate percentage for radio plus 
television last year was 20.9%, up 
2.2% over 1953. 

That the two air media are hurt- 
ing publishing media is shown in 
the decline in percentages there. In 
1954, publications received 56.4% 
of the total; in 1953, their share 
was 59.1%—a drop of 2.7%. 


s Although the billings of Canadi- 
an agencies have tripled in the 
past eight years, their net revenue 
dropped in ’54 to 9.5% of gross, for 
a total of $2,377,648. The profit 
rate is down 3.6% from 1953. 

Billings of the eight agencies 
which handled $5,000,000 or more 
each aggregated $81,000,000— 
more than half the national total 
for all agencies. 

Seven agencies handled volume 


of $2,500,000 to $5,000,000 each. 
Nineteen handled from $1,000,000 


to $2,500,000, and the remaining 
57 had billings of less than $1,000,- 
000 apiece. 

Of the total billings, all but $1,- 
796,000 were commissionable. The 
exceptions came in $326,000 in 
market surveys and other research 
and $1,368,000 in other fees. 

Breakdown of the $154,467,000 
in 1954 commissionable billings, 
with 1953 percentages in brackets, 
showed: Publications, 464% 
(59.1% in ’53); other visual, 4.5% 
(4.2% in ’53); production, artwork, 
printing, etc. 17.3% (174% in 
53); radio 15.4% and television, 
5.5% (combined was 18.7% in ’53); 
other 0.9% (0.6% in ’53). 


s Gross revenue increased in 1954 
by almost $12,000,000 over the pre- 
vious year. Earnings of the agen- 
cies before taxes was exactly 15% 
jof commissionable billings. It had 
been 15.1% in the four preceding 
years. 

The 91 agencies now in business 
in Canada represent the largest 
number of organizations in the in- 


dustry in the nation’s history. 
There were only 49 in 1941, han- 
dling total billings of $29,224,000 
—less than 20% of the present vol- 
ume. There now are 3,173 persons 
employed in Canadian advertising 
‘agencies. 
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Greater 


Than New York! 
santa © 9 


and 
Bert Ferguson ‘* 


How do you do it, they ask. What 
is it that makes the Southern mar- 
ket different, and how can you be 
so confident of response? How do 
you stay on top of the popularity 
polls all the time? 


Three Easy Steps 


Here’s all you need. First, a mar- 
ket of Negro consumers bigger 
than the one in New York City— 
the biggest market of its kind in 
America—a market that has never 
been squarely hit until you start 
on it. Second, you need one single 
medium which is to be the only 
medium these people are abso- 
lutely sold on (and that’s radio 
station WDIA, Memphis). Then, 
you expand your medium until it 
becomes the most powerful and 
far-reaching in that market. 


10% of U. S. Total 


Your market is close to ten per- 
cent of the entire Negro popula- 
tion in the United States—a larger 
market than the combined Negro 
populations of New York plus 
Detroit, plus Cleveland, plus St. 
Louis. Its 1,230,724 people will 
draw pay amounting to over a 
quarter billion dollars this year— 
and spend 80% of it, on consumer 
goods. We call it the “Golden 
Market.” 


One Medium Dominates 


Your single sure medium is radio 
station WDIA, first in Memphis to 
program with Negro voices and 
Negro music exclusively. The 
pride and pleasure of these listen- 


\This Week in Washington... 


By Stanley E. Cohen 
Washington Editor 

WASHINGTON, July 28—Repre- 
‘sentatives of the food and drug 
\industries took the first steps this 
| week toward the organization of a 
substantial promotion to celebrate 
the 50th anniversary of the fed- 
eral pure food and drug laws, 
which takes place next year. 

The scope and nature of the cele- 
bration is still highly tentative, 
but present thinking envisions in- 
stitutional advertising by individu- 
al companies as well as by the in- 
dustries as a whole. 

By and large the makers of 
brand name foods and drugs have 
enthusiastically supported the work 
of Food & Drug Administration be- 
cause it eliminates the fly-by-night 
|cheat, a source of unfair competi- 
'tion and of general injury to legit- 
imate businesses. 

But a special citizens advisory 
committee which recently evalu- 
ated the operations of the Food & 
Drug Administration complained 
that FDA has lacked funds to keep 
the public fully informed about the 
elaborate legal and scientific pro- 
tections against adulterated and 
dangerous products (AA, July 11). 

The impending industry-wide 
promotion of FDA’s anniversary 
stems in part from the recommen- 
dations of this advisory committee. 
In its report the committee said 
FDA ought to spend “not less 
than 1%%” of its budget on in- 
formational and educational proj- 
ects. 

In addition it urged the agency 
to work closely with industry 
movements “to harness the tre- 
mendous amount of enthusiasm, 
talent and financial support which 
could be available in support of 
educational and informational ob- 
jectives of the FDA.” 

Specifically, the report said the 
50th anniversary of the original 
act (1956) might be the occasion 
‘for a great educational promotion 
to which industry talent in this 


ers in their own station put WDIA | fieig might be contributed. 


in first place on all audience rat- | 


ings, day and night, in a field of 
8—some of which had been oper- 
ating 25 years. And coverage 
opened up like an umbrella when 
this same intense loyalty lifted 
WDIA from 250 to 50,000 watts in 
one swoop. Now, you apply a po- 
tent force like this to Memphis 
alone—where the population is 


40% Negro—and you'll see quick- | 


ly how the Southern market’s 


different structure can pay divi- 
dends. 


As for response—well, it’s only 
natural to be confident when you 
already have impressive tabula- 
tions on accounts like 


Log Cabin Syrup, Windex, 
Taystee Bread, Schlitz Beer, 
Maxwell House Coffee, 
Wrigley’s Gum. 


Would you like to see figures on 
a type of product that especially 
interests you? We'll be glad to 
send them if you'll drop us a note. 
We feel they’re tangible proof that 
when you find a matchless mar- 
ket, and develop a powerful medi- 
um for that market, you just can’t 
help producing topnotch sales con- 
sistently. 


WDIA is represented nationally 
by the John E. Pearson Company. 


Sono President 


BERT bens General Manager 
Op y 0. 


HAROLD WALKER, Commercial Manager 


| “Through key leaders in indus- 
| try,” the report said, “the collab- 
oration of the national Advertising 
‘Council might be obtained for this 
‘and other projects.” 

| While there is no thought at 
this time of requesting Advertising 
Council assistance in the anniver- 
Sary, the citizens’ committee pro- 
‘posal has drawn favorable re- 
sponse, and several industry peo- 
ple have come forward and offered 
their help. 

o - 2 

Mail users’ loss: Spokesmen for 
mail user organizations are disap- 
pointed to learn that Joel T. Ware 
has resigned as deputy director of 
the forest products division of the 
Commerce Department’s business 
and defense services administra- 
tion. During the year he has served 
here he has worked faithfully to 
'get the mail user’s point of view 
before Commerce Secretary Sin- 
clair Weeks and other top Com- 
merce officials. 

He is credited with helping to 
counterbalance the pressures at 
the cabinet level for immediate in- 
creases in postal rates. He’s return- 
ing to Chicago, where he will re- 
enter private business. Previously 
‘he was an independent consultant 
in the printing field there. 
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FTC changeover: Career attorney 
William C. Kern (Democrat) takes 
office as an FTC Commission- 
er Sept. 25, succeeding Jim 
Mead. But before approving the 
nomination, members of the Sen- 
ate commerce committee acted to 
protect Mr. Mead’s pension rights 
by insisting that FTC employ him 
/as a consultant through December, 
when he will observe his 70th 
birthday. 


Plans Afoot for Food & Drug Birthday 


He won’t, however, be taking ad- 
vantage of their generosity. After 
35 years in government, his pen- 
sion is safe regardless of the extra 
six months. Moreover, New York 
Democrats expect to place him in 
a $15,000 job, now vacant, as 
Washington representative of the 
Department of Commerce of New 
York State. 


. . * 

Postal red ink: Final tabulations 
for the federal fiscal year 1955, 
which ended June 30, show Post- 
master General Arthur Summer- 
field deeper in the red than anti- 
cipated. The actual deficit for the 
year was $366,000,000, up $54,000,- 
000 from the previous fiscal year 
and $98,000,000 more than Presi- 
dent Eisenhower predicted when 
the federal budget for fiscal 1956 
was sent to Congress in January. 

Despite the setback, Mr. Sum- 
merfield can still be proud of his 
record. His $366,000,000 deficit 
compares with $515,000,000 for 
comparable items in fiscal 1954, 
the first full year of his adminis- 
tration. Moreover, the improve- 
ment was achieved in the face of 
sharp increases in wage and trans- 
portation rates, including an 8% 
hike in postal pay scales which 
became effective in March. 


— we - 

Cigaret tax evaders threatened: 
For the third time in half a dozen 
years, Congress is trying to tighten 
the legal noose around mail order 
houses which ship cigarets across 
state lines without paying stat 
tobacco taxes. : 

Shortly after World War II, mail 
order shipments to evade tobacco 
taxes had become so heavy in cer- 
tain states that Rep. Thomas A. 
Jenkins (R., O.) said it appeared 
that the Post Office was on the 
way to becoming the nation’s top 
cigaret distributor. 

An initial law requiring payment 
of state taxes on mail order cigarets 
was passed in 1949, but it lacked 
enforcement machinery. A revised 
version, passed in 1953, required 
shippers to provide state officials 
with the names of persons ordering 
cigarets. It added hundreds of 
thousands of dollars to state rev- 
enues. But it left the FBI with the 
costly job of locating the mail 
order houses which neglected to 
report. 

A new refinement which 
whipped through the House this 
week (H.R. 6886) tries to make it 
more difficult for a mail order 
house to escape compliance. Under 
this plan any mail order house dis- 
seminating advertising for cigarets 
in a state would be required to 
provide state officials with its 
name and business address. 

. 7 7 
No “Urbiculture,” thanks: The 


Advertising Age, August 1, 1955 


National Nielsen Ranking of Radio Shows 
Two Weeks Ending June 25, 1955 
All figures copyright by A. C. Nielsen Co. 


Current Homes* 
Rank Program (000) 
EVENING, ONCE-A-WEEK (AVERAGE FOR ALL PROGRAMS) (734) 
1 You Bet Your Life (DeSoto-Plymouth, NBC) ...............ccccccccccceccceeseeeeeee 1,697 
2 a ID 6s a wnic sand cheno dessiabossnvccdscohanactnnresenoesosers 1,513 
3 Sadan ese pacenedonoschesosaoccosinmusesoonieionibdinnce 1,376 
4 I IIIESIE cs sresnssihadtananacocooestesotnbeesencen coccapabtonenessesosoneconten 1,330 
5 FBI in Peace and War (Wm. Wrigley Jr. Co., CBS) ..........cccccccceeeeeeeee 1,284 
6 My Little Margie (Philip Morris, CBS) ..........ccccccccccccseseeseecseeeeeneeneenees 1,238 
7 Wap GERiee PAD CCeRe, COG) in s.ecrccicccscccssssccsccssesssesdeccnsseccsesoocnases 1,238 
8 People Are Funny (Paper Mate, NBC) ............:ccccccccccsseeessseeseseneereeeenees 1,238 
9 ee 0 seins esecteniniahaumenasnnmnenansive 1,238 
10 Our Miss Brooks (American Home Products, CBS) .............cccccccccceeeeeeees 1,192 
EVENING, MULTI-WEEKLY (AVERAGE FOR ALL PROGRAMS) (734) 
1 a ca las sasesesnossastaroncnonsaboansbenssocanesion 1,330 
2 News of the World (Miles Labs., NBC) ...........c0:ccccccccesececeseeeeseeeneeeeeees 1,146 
3 Amos ‘n’ Andy (Brown & Williamson, CBS) ............cccccccceesssesseeeeeeees 1,146 
WEEKDAY (AVERAGE FOR ALL PROGRAMS) (1,238) 
1 Young Dr. Malone (Procter & Gamble, CBS) .0...........ccccccessesseeseeeeeeenenes 1,926 
2 Guiding Light (Procter & Gamble, CBS) ..........cccccccccssenseeeerseesenerennenenee 1,880 
3 Pe I CIEE OO MGIIO CPO) cece cccecescncscccconssncccrssanstinnsccebenseccsses 1,880 
5 II EE SSG RE RE 1,743 
6 I RE CU, Me oo cancssiviceseceusdcccobenicecgunsnenvvorsceeee 1,743 
7 Our Gal, Sunday (Participating, CBS) ...................cscsccccssvesssereserersees 1,743 
8 Perry Mason (Procter & Gamble, CBS) .........:cccccccccsseesseneeseeeseeneeteesenee 1,743 
9 Helen Trent (American Home Products, CBS) ...............cccceceeeeeseceeeeeeeeees 1,651 
10 Te) ee | an 1,651 
DAY, SUNDAY (AVERAGE FOR ALL PROGRAMS) (504) 
1 Woolworth Hour (F. W. Woolworth Co., CBS) ..........ccccccccccceeeeeeeeeeeee 1,238 
2 Adventures of Rin Tin Tin (National Biscuit Co., MBS) ................06008 963 
3 Monitor (Multi-sponsored, 5-5:30, NBC) ............ccccssccccssssreeseeneeeersreeeeeee 917 
DAY, SATURDAY (AVERAGE FOR ALL PROGRAMS) (642) 
1 a He ani i sisessitnsvecoccnonedesunescvonsescovecccansces 1,376 
2 Allan Jackson-News (Chevrolet, CBS, 1:25) .........ccccccecccecseeeeeeeseenenenees 963 
3 Allan Jackson-News (Chevrolet, CBS, 12) ............:ccccccccecesceeeeeeeneneeeeenes 963 


* Percentage of homes reached (“Nielsen-Rating”) may be determined by comparing 
the total number of homes reached with 45,859,000, the 1955 Nielsen estimate of total 
U. S. radio homes. 


Videodex Top Ten Multi-Weekly Shows 
June 1-7, 1955 
Copyright by Videodex Inc. 


RANK Program Rating 
1 Howdy Doody (Participating, NBC) .........::ccccccccsesceceseesneceeeeeeesseeetenesereeeeteecesenens 20.2 
en i sccpsnrscascaneeni teaabesscscsnavecnncscccsscsansooaconne 18.1 
De DC OR, RID ncdiscnciccciccccescccicccccsciesccvnssossncncscesscessccoes 17.6 
4 Perry Come (Chestorficld, CBS) ......ccrccssrsccrscsssccccccccsccssssccsssserecesessrsersssssscsseeee 16.0 
oe ea A UE, NED» nla 01 cc cpvcenncseotngnbenseddvonsenegnetionccececenscnsese 15.6 
6 Big Payoff (Colgate-Palmolive, CBS) ...........:ccccccccssessssseseeseeeeseetnensenersenseeaeerensee 14.3 
7 Arthur Godfrey (Participating, CBS) ..........cccccccccccseeseeesseeseeeeeeteeeneeeneeenanennnens 13.9 

Tonight (Participating, NBC) ...............sscerssresrcsrssssessesrscnnsesscsnsessssensrsssrecssens 13.9 
8 Art Linkletter (Participating, CBS) ...........ccccccessseseeseennsseteeneeeeeseenecnenennerennees 13.5 

Piet Cm UI) rsccccccccccssctsescecsecessveescsstsnaocssocccenvesnsesvensceccessossssessotvessonesegnocace 13.5 
9 Welcome Travelers (Procter & Gamble, CBS) .............cccccccccceccsssseeeeeeenentteenareeees 13.0 
n,n, SEI RE, UES 0 0 sae cil rdeaanbandeapsdeanenntanstinetoretetiessesontencase 12.7 


Eisenhower administration told the|ally have less to do than the vari- 
House committee on government|ous agencies already involved in 
operations this week that it sees no | this kind of work. 

need for a “Department of Urbicul- 


ture.” This new agency, proposed Chunky Buys ‘Super Circus’ 
in H.R. 1864, would be a counter- 


part to the Department of Agri- Fro gquae a Chocolate by at 
culture. It would devote itself to| *°™* W! Se ott . ¥" nd 
studies involving the development |Week sponsor of “Super Circus 
and use of urban land. (ABC-TV) starting Sept. 25. This 
In a statement to the committee, | fills part of the vacancy created by 
the assistant budget director, Percy | the exit of Dixie Cup. Kellogg con- 
Rappaport, said Federal Housing |tinues as every week backer of half 


_Administration and other agencies of the show, leaving an alternate 
‘already carry on this kind of work.|week segment of the telecast still 
As he read the bill the “Depart- | available for sale. Hilton & Riggic 
ment of Urbiculture” would actu-handles the Chunky account. 


Pie in the sky (Over Green Bay) 


Take the Press-Gazette. Get the whole pie— 


the half billion dollar* Green Bay trading zone. 
Extra big helpings: undivided audience 

undivided attention. Down to earth results at 
rock bottom milline rates. Just 1 medium 

does it, the Green Bay Press-Gazette. 


*$450,000,000 annual wholesale-retail sales. 
Phil McClosky, Manager, General Advertising. 


Be Number lin GREEN BAY 
Buy the PRESS-GAZETTE 


Green Bay, Wisconsin 
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2's Santa Fe’s new comtinuons welded rail... 
Fewer jnnts mean 4 amoather ride for yow 


SMOOTHER RIDES—Santa Fe used 225 

daily newspapers and 604 weekly 

newspapers to announce laying of 

103 miles of continuous welded rail 

this year. Leo Brunett Co. is the 
agency. 


RaderTakes Accounts . 


in Switch to Wexton 


New York, July 26—Kenneth | 
Rader has quit his post as v.p. of | 
Friend-Krieger & Rader and has | 
taken some ten accounts with him 
to the Wexton Co. Mr. Rader is | 
now a v.p. at Wexton. 

He told AA today that he moved 
out of Friend-Krieger because that 
agency “doesn’t have any package 
goods accounts, and I felt a change 
was necessary so I could give my 
clients complete service.” 

Mr. Rader said he was accompa- 
nied by Berko Inc. (electrical 
equipment), Dro Inc. (insecti- 
cides), Hartz Mountain Products 
(bird and dog foods), Rollash 
Corp. (notions), Ambrosia Skin 
Cleanser, Thompson Medical Co. 


from Friend-Krieger 


cS A ae SE ee 


tion in the magazine to tell the 
row crop growers how their adver- 
Portland, Ore., soon will begin tising money is being spent. Simi- 
publishing Better Vegetables, a| at mires. OO are being 
magazine for commercial vegetable | \completed with 0 groups of 
growers, according to Ursel C.| 'vegetable and berry producers in 
Narver and Loren H. Milliman,| Oregon and Washington, according 
owners of the company. Subscrip- | t© the publisher. 


Park & Tilford Sales Climb 


by the Idaho Advertising Commis- Case liquor and wine sales of 
| sion, which will have a special sec-|Park & Tilford Distillers Corp., 


‘Better Vegetables’ to Bow 
Better Fruit Publishing Co., 


‘tions for 9,000 potato and onion 
'growers in Idaho will be paid for 


New York, in the first half of 1955 | $20, 601,646 in the like period of 
are reported to have increased 54. Mr. Brown said the company 
26.2% in volume and 18.9% in dol- | had reduced its bulk whisky sales 
lars over the corresponding half of | from $3,671,876 in last year’s first 
1954. Net profit for the six months | half to $13,519 this year. 

ending June 30, °55, Stanley L. | 

Brown, president, reports, was| Herzog Joins Lady Esther 
$10,200 compared with a net loss| Robert S. Herzog, formerly with 
of $565,973 in the corresponding | Lester L. Jacobs Inc., has been ap- 
period of °54. Consolidated net| pointed assistant advertising man- 
sales totaled $19,771,348 in the first | ager of the Lady Esther division 
half this year compared with | of Zonite Products Corp. 


and Animation Equipment Corp.| : 


He said there were two or three 
cthers, but he declined to name 
them. 


Hazard Advertising Moves 

Hazard Advertising Co. will 
move Aug. 1 to 444 Madison Ave., 
New York 22. 


>" 
HE CAN HELP YOU 


If you're looking for 
National Distribution 


r 


Barney Kingston 
Merchandising Director 


If you’re a manufacturer, distributor or 
advertising agency executive seeking 
quick national distribution via the inde- 
pendent direct selling field this may be 
re ae important message you ever 
rea 


You'd be surprised to know how easy it 
is to put your product or service in every 
city, town and hamlet in the U. S. Also 
in many foreign countries. 


The service of our experienced merchan- 
on staff is available at no cost. 
They'll analyze your product, see if it 

has resultful direct selling * sstbilition 


lf your product qualifies they'll present 
a 32-year sales-tested plan for speedily 
giving 48-state distribution—e plan that 
— over new companies every 
mont . many of which now do a 
multimillion doller business. 


Don't lose another day's sales. Write 
now to Barney Kingston, Merchandising 
Director. Dept. A-189, Opportunity Mag- 
azine, 850 North Dearborn Street, Chi- 
cago 10, Illinois. 


MEREDITH 


SYRACUSE: 
PHOENIX: 
OMAHA: 


Affiliated With 


KANSAS CITY: 


tn y 
KCMO Radio & KCMO-TV trax Anu A 
WHEN Radio & WHEN -TV The Katz Agency x 
KPHO Radio & KPHO -TV The Katz Agency & 
WOW Radio & WOW-TV 2,224.8 © = 


Successful 
Farming 


Better Homes ana 


Magazines © 
and Gardens 
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TV Set Makers 
Face New Rules 
on Sales Claims 


WASHINGTON, July 28—New trade 
practice rules drafted by the Fed- 
eral Trade Commission governing 
the sale of radio and tv sets be- 
came effective today despite the 
contention of the Radio-Electron- 
ics-Television Manufacturers Assn. 
that some of the rules do not cor- 
rectly interpret the law. 

The revised rules for merchan- 
dising and advertising radio and tv 
sets were distributed by the com- 
mission in June after several con- 
ferences with the industry over a 
period of four years. Early this 
month RETMA’s general counsel, 
Glen McDaniel, questioned the va- 
lidity of several of the rules and 
asked that the commission post- 
pone the effective date until Dec. 
28. 

In a brief notice to Mr. McDaniel 


today FTC said the rules would — 
according to 


become effective 
schedule. The letter said FTC re- 
jected his request because it felt 


“no adequate grounds for post-|f 


ponement had been presented.” 


= Under FTC’s timetable three of 


the rules questioned by Mr. Mc-|} 


Daniel—dealing with cabinet com- 
position, size of picture, and the 
word “new”—are not scheduled to 
become effective until Dec. 28 in 
any event. However the commis- 
sion’s action appeared to preclude 
any further revision of these rules 
in the interim. 

Three other rules questioned by 
Mr. McDaniel became effective to- 
day. One of these rules forbids the 
use of lotteries to promote sales. 
Another deals with a variety of 
promotional allowances and simi- 
lar sales arrangements within the 
trade. The third prohibits de- 
ception as to the identity of the 
original manufacturer when a 
product has been rebuilt by anoth- 
er company. 

In his protest, Mr. McDaniel said 
FTC’s booklet listing the rules con- 
tained language which “may be 
subject to the erroneous implica- 
tion that the rules represent an 
agreement between the commission 
and members of the industry. 

“In so far as RETMA is con- 
cerned, no .uch agreement exists 
and RETMA has not endorsed the 
rules as a whole.” 

In asking delay until Dec. 28 he 
said it is impractical for the asso- 
ciation to consider the rules before 
the July 28 effective day, particu- 
larly since no meeting of the asso- 
ciation’s board of directors is 
scheduled for September. 


Hazel Bishop Passes 
Dividend; Spector 


Blames Spectaculars 


(Continued from Page 1) 


would show substantial earnings. 
Non-recurring expense of about 
$500,000 spent on getting Hazel 
Bishop Inc. into its own manufac- 
turing operations early this year 
was also listed as one of the rea- 
sons for the dividend omission. 
The company paid dividends of 
12%¢ each in May and February. 


= Mr. Spector explained further 
that when Bishop went into the 
television spectaculars it cut back 
its sponsorship of the successful 
“This Is Your Life” show to every 
other week, thereby losing addi- 
tional potential sales. 

Hazel Bishop stock closed yes- 
terday on the American stock ex- 
change at 7%. It has been as low 
as 7 this year and as high as 12%. 
It was originally offered on the 
market last October at $8 a share. 


(Continued from Page 1) 
looks for a sales total of at least 
$650,000. 

Advertising 
} and promotion 
7+ can claim almost 
m full credit for this 

| success story— 
the more so since 
rug cleaning is a 
highly standard- 
ized business in 
which competi- 
tors are likely to 
use the same ma- 
chines and tech- 
niques. 

It was in the middle ’40s that 
Mr. Gage asked Doris Greenwood 
to help glamorize his prosaic 
neighborhood operation—which 
had begun in a converted black- 
smith shop in 1929. Miss Green- 
wood originated the Magikist 
name, substituting it for the neigh- 
borhood-based company name, 
Austin Rug Cleaners. She also de- 
veloped an eye-catching red kiss- 
print trademark and a couple of 
slogans— “Sweetest Job in Rug 
Cleaning” and “The Kiss of Beauty 
for Rugs.” 


Bill Gage 


@ While this was being done, 
Magikist also moved into advertis- 
ing. Always pretty much a one- 
medium advertiser, it first chose 
outdoor. Beginning with a few 
thousand dollars worth of posters 
in its own neighborhood, the com- 
pany expanded persistently in the 
next few years until it was buying 
160 posters a month on a city-wide 
basis. 

Especially successful was the 
first big outdoor expansion, when 
Magikist introduced its imprint 
in 1948. The campaign began with 
a teaser poster showing only a 
bare, crimson lip-print. Then: in 
three successive stages the com- 
pany message was gradually 
limned in. 

Bill Gage’s results with outdoor 
made his company a highly useful 
case history in that medium, and 
Mr. Gage makes no secret of his 
reluctance to leave it in favor of tv. 


= “I like the color in outdoor,” 
he told AA. “We needed it for our 
red imprints, and I still think we 
won’t do our best sales job until 
we get color tv.” 

The company began tv advertis- 
ing in 1952, with a series of infre- 
quent spots. Even here, the price 
was steep for a company spending 
$75,000 a year on advertising—$175 
a week for one short spot. 

But that was only the beginning 
—as Mr. Gage told AA, “The cost 
of tv is phenomenal.” What really 
‘made it soar was Magikist’s deci- 
sion to concentrate on programs, 
not spots. 


= “The average family has its rugs 
cleaned only every two or three 
years, at best,” says Bill Gage. “So 
we decided ours was a task of edu- 
cating the public. For that we 
needed more time than you can 
get from spots—we needed pro- 


SELL THAT SHOW—An example of Magikist’s to-the-last-inch manner 

of merchandising its costly tv advertising is this oversize painted 

bulletin on Chicago’s West Side. “In Town Tonight,” incidentally, is 

a participation show, and so other sponsors appear to be getting a 
free ride. 


Once an Outdoor ‘Hero,’ Free-Spending Rug 
Cleaner Now Quickens TV Vendors’ Pulses 


grams.” 

Currently, Magikist has several 
—two out of five nights of a late- 
evening variety show, “In Town 
Tonight” (WBBM-TV), an ad- 
vice-for-housewives show on 
WGN-TV, a Sunday-noon Western 
film on WBBM-TV. Also this year 
it has sponsored a late-night dra- 
matic film series and an afternoon 
disk-jockey segment. 

Expenditures in the medium 
have zoomed from $37,000 in 1953 
to $114,000 last year and some- 
where around $180,000 this year— 
more than 80% of the whole ad 
budget. By contrast with its $175 
per week spot investment three 
years ago, Magikist now shells out 
$3,920 a week to WBBM-TYV alone. 


® For a.small company, a tv oper- 
ation like this means that mer- 
chandising is imperative, and the 
company has overlooked no pos- 


sible device for getting the last| ” 
penny of exposure out of its video! : 


dollars. Nearly all the rest of its 
ad budget goes to merchandising 
the ty programs, via outdoor 
boards, inserts in newspaper tv 
logs, gimmicks and point of sale. 

The red kiss-print is likely to 
turn up almost anywhere—on free 
balloons, on pencils and blotters, 
on mailings and customer bills, 
on rug wrappings and on auto- 
bumper reflectors (originally free, 
but now moving much better at a 
charge of 25¢). 

As Miss Greenwod will tell you, 
the labor involved in getting the 
most out of tv advertising is “ter- 
rific.” But it’s worth it as the ma- 
jor weapon in a merchandising 
program which has done even 
more for Magikist than the sales 
figures show. 


® For one thing, Magikist now 
does a good business in summer 
and winter—two seasons tradi- 
tionally considered dead for rug 
cleaning. For another, the com- 
pany has started to “reach out,” 
franchising its imprint and sales 
methods in several other cities 
from Omaha to Boston and Miami. 
It hopes to have the kiss-print 
operating in the 25 biggest U. S. 
cities within the next five years. 

And it is now starting to fran- 
chise a Magikist dry cleaning serv- 
ice, a laundry service and a diaper 
service (“Kiss of Safety for 
Babies’’) . 

Mr. Gage, for whom “the impact 
of tv just can’t be overestimated”— 
and who plans still more of it— 
has yet another justification of his 
ad investment. 

“Let’s say I spend $100,000 too 
much for advertising this year,” 
he told AA. “Actually, I spent only 
$15,000 for it. That’s all Uncle Sam 
would’ve let me keep.” 


Miss Munson Joins Katz 


Josephine A. Munson has joined 
the copy staff of Joseph Katz Co., 
Baltimore. Miss Munson formerly 
was with Arthur Meyerhoff & Co. 


Green Giant Uses 
First ROP Color 
Ads in 50 Papers 


(Picture on Page 1) 

Cuicaco, July 29—The Green 
Giant Co., LeSueur, Minn., will use 
four-color r.o.p. newspaper adver- 
tising for the first time this fall to 
promote the company’s peas and 
corn niblets. 

Full-page ads for the peas, most- 
ly in four-colors, will run the week 
of Sept. 12 in 50 daily newspapers 
in about 35 markets. The ads for 
the niblets will appear the week 
of Oct. 17 in approximately the 
same dailies in the same markets. 

Leo Burnett Co., Chicago, is the 
agent. William Diener, account ex- 
ecutive, told AA that the new pro- 
motions are an expanded ad pro- 
gram and not a shift in use of ad 
media. He pointed out that Green 
Giant is doing more magazine ad- 
vertising this year than it did in 
1954. 


Membhard Succeeds 
Peacock as Ayer’s 
Chicago Manager 


Cuicaco, July 28—Sterling E. 
Peacock, who has managed the 
Chicago office of N. W. Ayer & Son 
for the last 27 years, is “moving 
over” to a new position as coun- 
selor on service to clients. 

Allen R. Memhard Jr. has been 


Sterling Peacock Allen Memhard Jr. 


named to succeed him in charge of 
the Chicago office. The change is 
part of an expansion of staff and 
facilities in that office, according 
to Warner S. Shelly, agency presi- 
dent. 

Also promoted in Chicago is 
Norman M. Bankart, a_ service 
representative on the United Air 
Lines account since 1939, who has 
been elected a v.p. 

For the past five years, Mr. 
Memhard has been v.p. in charge 
of the agency’s plans-merchandis- 
ing department in Philadelphia. He 
came to Ayer in 1935 after gradu- 
ating from Haverford College, and 
has worked in several departments 
of the business, including a num- 
ber of years as special representa- 
tive in the Detroit office. 

Named to succeed Mr. Memhard 
in Philadelphia is Hans L. Carsten- 
sen, who joined Ayer in 1948. 


@ Mr. Peacock has been with Ayer 
for more than 35 years, becoming 
a resident partner in charge of the 
Chicago operation in 1928, and a 
v.p. the following year when Ayer 
incorporated. 

He emphasized to AA that he is 
not entering retirement or even 
semi-retirement. “I have every ex- 
pectation of working fulltime— 
definitely and indefinitely,” he 
said. “But I will be relieved of a 
lot of office detail, and can devote 
myself entirely to client service.” 

Ayer’s client list in Chicago in- 
cludes Armour’s Dash dog food; 
Bissell Carpet Sweeper Co.; Cater- 
pillar Tractor Co.; Container Corp. 
of America; Reuben H. Donnelley 
Corp. (Chicago classified telephone 
directory); Felt & Tarrant Mfg. 
Co.; Illinois Bell Telephone Co.; 
Ohio Oil Co., and United Air Lines. 


‘Parade’ in California Paper 
The Sun-Telegram, San Bernar- 

dino, Cal., will begin distributing 

Parade with its issue of Sept. 11. 


THREE BILLION FLASHES—The 25th an- 
niversary of the flashbulb was 
marked July 31 as Westinghouse 
marks the date in 1930 when the 
first U.S.-produced bulb was pro- 
duced. The late John H. Kurlander, 
Westinghouse engineer, developed 
the first synchronizable bulb, 
working with Samuel Mendelsohn, 
perfecter of the first electrically 
operated flash gun. 


Dyson Leaves 
Turner, Joins 
Platt Agency 


(Continued from Page 1) 


ijyears (AA, March 7). Started 25 
ijyears ago as Platt Advertising 
|| Service, 
j;changed to Platt-Forbes. 


its mame later was 
Two 


years ago it became Platt, Zach- 


\jary & Sutton, when George J. 


Zachary and Felix Sutton joined 
forces with Mr. Platt. 

Mr. Zachary, now at Lever Bros., 
and Mr. Sutton, now at Biow- 
Beirn-Toigo, left early this 
year, along with Merrill K. Lind- 
say, v.p., now at Bermingham, 


J. W. Dyson R. Platt 


Castleman & Pierce. More than 
half of the agency’s accounts left 
at about the same time. 

Mr. Platt then called in Kenneth 
Groesbeck, advertising agency 
consultant, to supervise a reorgan- 
ization. Mr. Groesbeck has been 
general manager of the agency. 

In the newly christened agency, 
Mr. Platt is president, Mr. Dyson 
is v.p. and treasurer and Thomas 
O’Donnell, who has been with 
Platt for 15 years, is media dierctor 
and secretary. 

Still up in the air is the future 
of Turner & Dyson, five-year-old 
agency which rocked Madison Ave. 
in 1951 when it landed the $500,- 
000 Puerto Rican rum account in 
a competition with 32 agencies. It 
lost the account two years later. 

Hawley Turner, president of 
Turner & Dyson, denied that he is 
closing up shop. He said that he 
would have something to an- 
nounce next week. Mr. Turner was 
formerly a v.p. of Lennen & 
Mitchell, a new business executive 
at N. W. Ayer & Son and a partner 
in H. E. Lesan Advertising Agency. 


Niel Heard Joins Durstine 

Niel Heard, formerly general 
sales and advertising manager of 
Louis Milani Foods Inc., has been 
named western director of market- 
ing of Roy S. Durstine Inc., San 
Francisco. 
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Libby Head Sues Stockholders; Judge Bans 
Proxy Solicitation During Working Hours 


Cuicaco, July 29—A person 
needs a program these days to fol- 
low developments in the knock- 
down, drag-out fight between the 
management of Libby, McNeill & 
Libby and a group of independent 
eastern stockholders who want to 
take control of the company. 

Here is what happened this 
week in what has developed into 
the hottest proxy battle since Louis 
E. Wolfson locked horns with Sew- 
ell Avery. 


e Justice Harold Stevens, in New 
York state supreme court, issued a 
preliminary injunction restraining 
Libby employes from soliciting 
proxies for the present board of 
directors during business hours. 
Later, however, Justice Jacob 
Markowitz modified the order to 
exempt elected officers and key 
personnel of the company. The in- 
junction suit was brought by 
Mitchell May Jr., Albert W. Parry 
Jr. and Wilbur E. Dow Jr., leaders 
of the independent stockholders. 


e Attorneys for Charles S. Bridges, 
Libby president, filed a libel suit 
asking $2,000,000 damages in U.S. 
district court here against Mr. May, 
Mr. Parry and Mr. Dow. The same 
attorneys filed an answer to a libel 
suit brought against Mr. Bridges 
by the independent stockholders 
which seeks $1,500,000 damages 
(AA, July 25). 


e Mr. Dow and Mr. May held a 
press conference in Chicago, where 
they reiterated charges that the 
Libby management has failed in 
their duties, and that the company 
has not kept pace with competitors. 


e Mr. Bridges sent out another let- 
ter to stockholders, in which he 
denies all of the charges made by 
the insurgent group. In the same 
letter, Mr. Bridges attacks the past 
records of several of the group. 


e A request from Sen. Bricker (R., 


O.) and Sen. Bennett (R., Utah) to 
Sen. Lehman (D., N.Y.), chairman 
of the Senate banking and currency 
subcommittee studying proxy con- 
tests, asking that the committee in- 
vestigate the Libby battle, was 
turned down. The matter probably 
will be referred to the Securities & 
Exchange Commission. Mr. Bridges 
previously announced that Libby 
would ask the Senate subcommittee 
and the SEC to compel the insur- 
gent group to divulge the names 
of its backers (AA, July 18). 


e Libby’s annual stockholders 
meeting will be held Aug. 17 in 
Portland, Me. Mr. Bridges pre- 
viously told AA that the independ- 
ent stockholders control only 11% 
of the company stock. Mr. Parry 
has stated that he felt his group 
could vote more than 50% of the 
company’s stock at the annual 
meeting (AA, July 18). 

In his libel suit against the inde- 
pendent stockholders, Mr. Bridges 
said he was libeled in a letter 
dated July 13, which was sent to 
25,000 Libby stockholders by the 
independent group. The letter 
charges that the Bridges’ manage- 
ment was incompetent, that the 
management engaged in deceptive 
practices and there is an implica- 
tion that the management em- 
bezzled about $4,000,000, accord- 
ing to Mr. Bridges. 

At the Chicago press session, Mr. 
Dow said he had been misquoted 
when it was printed that he in- 
tended to move Libby from Chica- 
go to San Francisco if his group 
won the proxy fight. Mr. Dow said 
that Libby probably would be 
moved but only from the stock- 
yards to some “clean place”’ in Chi- 
cago. He said that no one has 
thought of liquidating Libby but he 
felt that there might be a big ad- 
vantage in selling some properties 
and applying the proceeds to re- 
tirement of company debts. 


RKO Will Stick 
to Movie-Making, 
O'Neil Declares 


(Continued from Page 1) 


picture house is put in order. 

Mr. O’Neil, who this week added 
the RKO chairmanship to his 
long list of titles, gave a loud “no” 
when reporters asked if two un- 
released John Wayne feature films 
might be made available to tv. He 
said one of the movies, either “The 
Conqueror” or “Jet Pilot,” prob- 
ably would be released to theaters 
within the next six months or so, 
with the other scheduled for a 
later date, to keep Mr. Wayne from 
competing with himself. Three un- 
released independent productions 
also will be distributed via the 
theater route. 


= RKO’s aim is to produce enough 
movies “to make it profitable”; 
the studio also is interested in at- 
tracting independent producers to 
its lots, the new RKO head contin- 
ued. 

Neither Mr. O’Neil nor any of 
his associates has made an exact 
count yet, but he estimated that 
the backlog of films at RKO 
numbers approximately 800 titles. 
Included is the work of such top 
stars as Jane Russell, James Ma- 
son, Ginger Rogers, John Wayne 
and Robert Mitchum. 

The cream of this collection will 
be re-issued first to theaters; a 
year or so after that television 
may get a crack at them. Mean- 
while, of course, RKO might de- 
cide to offer some of the oldies to 
tv right away. 

Whether legal or other impedi- 


ments will keep some of the old 
RKO movies off television re- 
mains to be seen. Apparently the 
new management hasn’t had an 
opportunity to look into these con- 
siderations yet. 


ws Mr. O’Neil said he got the $25,- 
000,000 to write Mr. Hughes’ 
check from Chase Manhattan Bank 
($20,000,000) and General Tire 
($5,000,000). He revealed that he 
was able to come to terms with the 
unpredictable Mr. Hughes where 
others had failed partly because 
he agreed to keep RKO intact 
when other groups had tried to 
buy the company to liquidate it. 

RKO—the name may be changed 
slightly later, but not enough for 
the studio to lose its identity in 
the public mind—will keep its 
current staff for the most part. 
However, General Teleradio’s 
new v.p., Charles L. Glett, has 
assumed over-all supervision of 
the production facilities. 

While Mr. O’Neil was reasonably 
specific as to what kind of future 
RKO plans for itself in the mo- 
tion picture field, he was not so 
definite as to RKO-General Tele- 
radio’s projected role in television. 


= The young executive, who also 
heads General Teleradio’s myriad 
tv-radio activities, including the 
Mutual Broadcasting System, said 
RKO productions—when ready for 
tv—will be distributed through 
Teleradio’s film division. He said 
a new sales pattern will probably 
be worked out rather than adding 
them to the “Million Dollar Movie” 
series. 

Asked if he envisages his pri- 
mary role in television as a film 
distributor, film producer or op- 
erator of a film network to com- 
pete with the live service of ABC, 
CBS and NBC, Mr. O’Neil an- 
swered: “Probably all three.” 


Last Minute News Flashes 
ARF Withholds Rating Supplement; May Revise It 


New York, July 29—Advertising Research Foundation reports it 
may be several months before the “Diary Recorder Combination 
Method” supplement to its recommended standards for radio-tv ratings 
is released. The draft of the supplement has brought forth sharp crit- 
icism from three Major research companies, with one accusing ARF 
of trying to set up a monopoly. (AA, July 25). ARF said some of the 
practitioners may be asked for further information and added that a 
revision of the supplement may be sent to them for still further com- 
ment. 


Clairol Moves from Orr to FC&B 


New York, July 29—Clairol Inc., manufacturer of hair preparations, 
will move its account Sept. 1 from Robert W. Orr & Associates to Foote, 
Cone & Belding. Clairol is the third major account acquired by FC&B’s 
New York office in the past two months. The others were the Pepsodent 
division of Lever Bros. and Magnavox. 


Campbell Promotes ‘Soup-on-the-Rocks’ 


CAMDEN, N. J. July 29—Campbell Soup Co. will break ads in news- 
papers in Boston and New York in August, plus a full-color page in 
Life Aug. 15, to promote soup-on-the-rocks (undiluted beef bouillon 
right from the can into a glass filled with ice cubes). Batten, Barton, 
Durstine & Osborn is the agency. 


Chester Gore Will Handle Grand Marnier Liqueur 


New York, July 29—Carillon Importers Ltd. has appointed Chester 
Gore Advertising, two-months-old agency, to handle advertising for 
Grand Marnier orange liqueur. Dowd, Redfield & Johnstone is the 
previous agency. 


Rogers Imports Hikes Pipe, Tobacco Ads 

New York, July 29—Rogers Imports will step up its pipe, pouch and 
tobacco advertising starting in October, with two-color half and third 
page ads in Esquire, Front Page Detective, Holiday, Inside Detective, 
The New Yorker and True, plus b&w quarter pages in seven weekly, 
monthly and bi-monthly tobacco trade papers. Test radio and tv spot 
commercials are scheduled in San Francisco, Minneapolis, Norfolk and 
Washington, D. C. Advertising will include Weber Briars, Jersey City, 
where Rogers has taken over production and merchandising, with an 
option to buy the company. Rogers’ advertising agency is Dobbs Co., 
New York. Weber’s agency had been Vanguard Advertising, New York. 


Wood, Entis Join McCann; Other Late News 


® Clinton B. Wood Jr., and Jerome Entis have joined the contact de- 
partment at Young & Rubicam, New York. Mr. Wood had been assist- 
ant advertising manager, tire division, U. S. Rubber Co., New York. Mr. 
Entis had been v.p., Russell W. Allen Co., merchandising consultant, 
New York. 


e U.S. Savings & Loan Foundation, Philadelphia, will make its bow in 
network tv in January, ’56 on “Color Spread” (NBC). McCann-Erick- 
son, New York, has cleared time for four participations on the spec. 


® Raymond P. Wiggers, v.p., Glenn, Jordan, Stoetzel, Chicago, since 
1953, will join Reincke, Meyer & Finn, Chicago, Aug. 1. Before his 
association with Glenn, Jordan, Stoetzel, Mr. Wiggers was advertising 
manager of Frank G. Hough Co., Libertyville, Ill. 


® William D. Crelley, F. W. Dodge Corp., has been elected chairman of 
the Industrial Advertising Research Institute, Princeton, N. J. Other 
new officers elected include George L. Staudt, Harnischfeger Corp., 
vice-chairman; Maurice J. Phillips, International Nickel Co., secretary, 
and John C. Spurr, McGraw-Hill Publishing Co., treasurer. 


® In preparation for the “heaviest selling yet,” in connection with the 
“impending introduction of several new products, some of them rev- 
olutionary in the appliance industry,” Crosley & Bendix division, Avco 
Mfg. Corp., is streamlining its sales and merchandising organization. 
Among other changes, H. J. Allen, formerly radio-tv sales manager, 
will now head all merchandising activities for electronics products. 
T. D. Kennedy, who has been laundry field sales manager, will head all 
laundry field merchandising. William P. Doyle, who has been sales 
manager for freezers and air conditioners, Admiral Corp., will join 
the Crosley & Bendix division as appliance merchandising manager. 


e Thomas J. Spence Jr. has been named advertising manager of Ebco 
Mfg. Co., Columbus, O., maker of electric water coolers. John C. Boe- 
shaar, ad manager since 1950, has been named sales manager of the 
northeastern district for Ebco. 


e William E. Brownell, formerly with Campbell-Ewald, has been 
named v.p. and copy chief of Erwin, Wasey & Co., New York. 


e Philip Morris cigarets will have a new red, white and gold pack, 
probably starting in October, AA learned today. The company is con- 
ducting consumer sales tests in the Midwest, plus psychological and 
association tests on six possible designs. 


e Robert F. Anderson has joined Mort Goodman, principal of Mort 
Goodman Advertising, to form Goodman-Anderson Advertising, with 
offices in Goodman’s quarters at 614 S. San Vicento Blvd., Los Angeles. 
Before Mr. Goodman opened his agency in November, 1953, he was 
advertising and public relations director of Republic Studios. Mr. And- 
erson formerly was an account executive with Stodel Advertising Co. 
and prior to that was with Anderson-McConnell Advertising, both in 
Hollywood. Mr. Goodman is president and Mr. Anderson exec. v.p. of 
the new agency. 


e Mennen Co., Morristown, N.J., will enter the women’s cosmetic field 


next month when it introduces Mennen Skin Magic, a lotion priced at | 


$1. The company reports that it is entering the field because of the fa- 
vorable acceptance by mothers of its Mennen Baby Magic. Introductory 
advertising is planned for Sunday supplements, the “Ding Dong School” 


(NBC-TV) and in Good Housekeeping, Ladies’ Home Journal, Photo- | 


play and True Story. Grey Advertising Agency, New York, is the agen- 
cy for Skin Magic. 

e The Bell Telephone System will sponsor its first national network tv 
show next fall with a half-hour “true human interest” series narrated 
by John Nesbitt. Produced by Jerry Staff, the series will be filmed in 
the Hal Roach Studios. Network and time have not been selected yet, 
according to the agency, N. W. Ayer & Son. 
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P&G Holds Spot TV 
Lead as Toiletry 
Firms Add Schedules 


New York, July 29—Procter & 
Gamble maintained its position as 
the most active company in spot 
tv advertising during the second 
quarter of 1955, according to the 
Rorabaugh report. 

An analysis of Rorabaugh’s data 
for the first quarter of this year 
made by the Television Bureau of 
Advertising shows spot expendi- 
tures up in several major categor- 
ies. 

Gains over the 1954 first-quarter 
levels were registered by: shorten- 
ing, 200%; mouth washes, 93%; 
toilet soaps, 67.8%; shaving creams, 
40.6%; soaps and detergents, 34%; 
shampoos, 28.3%; dentrifices, 
21.5%, and home _ permanents, 
18.8%. 


® TvB estimated that gasoline and 
oil companies bought $2,816,000 
worth of spot tv time during Jan- 
uary, February and March. The 
list of spenders was headed by Es- 
so Standard Oil Co., Shell Oil Co., 
Standard Oil of Ohio, Standard Oil 
of Indiana, Phillips Petroleum Co., 
Pure Oil Co., Bardahl Oil Co., 
Sinclair Refining Co., Richfield Oil 
Corp. and Ohio Oil Co. 

Leading tv spot advertisers for 
the second quarter of this year as 
listed by Rorabaugh on the basis 
of its sample of 246 stations were: 


No.of No.of 
Schedules Stations 
Procter & Gamble .... 32 955 
Brown & Williamson 
Tobacco Co. .......... 5 422 
General Foods ........ 24 334 
Colgate-Palmolive Co. . 18 277 
Sterling Drug Co. ..... il 276 
Block Drug Co. ....... 17 234 
Standard Brands ...... 7 216 
U.S. Rubber Co. ...... 19 201 
National Biscuit Co. ... 14 187 
Miles Laboratories .... 5 181 
Bulova Watch Co. .... 1 180 
Carter Products ...... 17 165 
American Chicle Co. .. 9 163 
, ss EE aA 8 162 
General Motors Corp. .. 13 148 
Pare OOEPs oc cvccices> 7 142 
Ford Motor Co. ........ 6 141 
Kellogg Co. ........... 10 120 
Chesebrough Mfg. Co. . 2 116 
Hawley & Hoops ...... 1 116 
S.C. Johnson & Son... 5 109 
Nehi Corp. bottlers .... 6 105 
Coca-Cola bottlers .... 1 102 
Welch Grape Juice Co. 8 102 
General Mills ......... 16 101 


Note:—These advertisers are the 
leaders in terms of the number of 
stations used on their schedules; 
they are not necessarily tops in 
dollars spent since this list doesn’t 
distinguish between companies 
which bought announcements and 
programs, etc. 

Rorabaugh notes that “most of 
these advertisers placed several 
schedules for their various prod- 
ucts and used a varying number of 
stations on each schedule. The sta- 
tion totals were computed by add- 
ing together the individual station 
totals of all schedules for each ad- 
vertiser.” 


GE Lamps Signs for ‘Medic’ 
The lamp division of General 
Electric Co., Nela Park, O., has 
signed to co-sponsor “Medic” 
(NBC-TV) when it starts its 1955- 
(56 season Sept. 5. Dow Chemical 
'Corp., which used the show to 
introduce its Saran Wrap, will 
continue as co-sponsor, and will 
\split the show’s three advertising 
minutes two and one with GE. 
‘Dow will have two minutes one 
week and GE will take two the 
next. “Medic” will be seen for 39 
weeks over 83 NBC stations, and 
will appear, as it did this season, 
three out of four Monday nights, 
bowing to a spectacular the fourth 
week. Batten, Barton, Durstine & 
Osborn, Cleveland, is the agency. 
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THe ADVERTISING MARKET PLACE | 


Rates: $1.25 per line, minimum charge $5.00. Cash with order. Figure all cap 
lines (maximum—two) 30 letters and spaces per line; upper & lower case 40 
per line. Add two lines for box number. Deadline Wednesday noon 5 days 
preceding publication date. Display classified takes card rate of $14.50 per 
column inch. Regular card discounts, size and frequency, apply on display. 


HELP WANTED 


POSITIONS WANTED 


FRED J. MASTERSON 
ADVERTISING - PUBLISHING 
All types of positions for men and women. 
185 N. Wabash FR 2-0115 Chicago 


The Account Executive we're looking for 
is probably now employed as an adver- 
tising manager (or assistant advertising 
manager) of a firm who manufactures 
home beautification or building material 


products. His experience should be well) 


rounded in advertising, sales promotion 
and collateral material, and he shouid 
have a thorough knowledge of the home 
market. 

This well-known Ohio agency has an im- 
mediate opening for such a man. Write, 
giving a complete resume, including salary 
desired, to Box 7677, ADVERTISING AGE. 

200 E. Illinois St., Chicago 11, Ill. 


BARNARD’S - NATIONWIDE 
OFFICE AND PROFESSIONAL 
Investigate our free-lance service. 
WA 2-2306 202 S. State St. Chicago 


ADVERTISING PRODUCTION MAN 
Major airline in Chicago needs young man 
to handle production. Should have full 
knowledge of all printing processes and 
be able to take complete charge. Minimum 
3 years production experience required. 

Box 7678, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 


MANAGING EDITOR 

For leading national technical publication. 
Job requires knowledge of advanced 
makeup, technical editing and ability to 
work with large-staffed organization. Out- 
standing opportunity. Chicago location. 

Box 7691, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Il. 


Research man for Consumer Analysis and 
general promotion. Must know proper 
sampling techniques and be able to man- 
age entire operation. J-school grad. pre- 
ferred. Fine opportunity, many benefits. 
Write fully, state salary needed. Pub. Rel. 
Dir., Mercury-News, San Jose, Calif. 


ADVERTISING & PUBLISHING 
FOR ALL TYPES OF POSITIONS 
GEORGE WILLIAMS - PLACEMENTS 
209 S. State Ha 717-1991 Chicago 


APPLIANCE COPYWRITER 
Experienced copywriter on major appli- 
ances will have unusual opportunity in 
this fast-growing agency located 90 miles 
from Chicago on Lake Michigan. Pleasant 
living and working conditions, air con- 
ditioned offices, no commuting. Age un- 
important, proven creative copy ability 
a must. Send resume and salary required 
to: Box 7679, ADVERTISING AGE. 

200 E. Illinois St., Chicago 11, Ill. 


ALL IS GRIST 
...«.+.Which comes to our mill. 
Lila Molene 105 W. Adams St. 
ANdover 3-4424 Chicago 3, Ill. 


MANAGING EDITOR. .. .leading multiple 
publisher of national business maga- 
zines needs a man experienced in editing 
and makeup. Industrial experience desir- 
able but not essential. Stable, 50 year old 
company with high national reputation. 
Profit-sharing, insurance, retirement pro- 
grams. A splendid opportunity for a man 
who wants to advance with an expanding 
company. Chicago area location. 

Box 7680, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Il. 


SPACE SALESMAN 
Prominent farm paper wants experienced 
space salesman to cover Michigan-Ohio 
territory. Must be acquainted with agri- 
cultural accounts and have successful sales 
record. State age, salary, experience and 
references in first letter. 

Box 7681, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


PRODUCTION-Aggressive, alert, depend- 
able, single, career woman, seeking added 
resp. and oppty. des. prod. pos. in good 
agcy. Diverse exp: 1% yrs. Media Dept., 
2% yrs. asst. to Prod. Mgr. (same agcy., 
multi-million billing). Chi. area only. Now 
employed. Box 7683, ADVERTISING AGE. 

200 E. Illinois St., Chicago 11, Il. 
Motivation; copy res. Ass. Vet. (25) M.S. 
Cl. Psych. (PH.D Can’d.). To Asst. Re- 
search Director. Exp. depth interviews; 
clinical Res. 

Box 7684, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


OPPORTUNITY KNOCKS! 


If you are looking for ‘‘the right job’’—or 
are an employer seeking ‘‘the right man’”’ 
why not use my highly confidential place- 
ment and procurement services. Excellent 
opportunities and solid manpower cur- 
renily avai'ab’e. 
GEORGE E. PYLKAS 
Executive Advertising Consultant 
WABASH EMPLOYMENT AGENCY 

202 S. State St., Chicago 4, WAbash2-5020 


“Our 44th Year” 
CREATIVE DIR. $15,000 


Food experience required, for Mid- 
west shop of multi-city my Un- 
usual opportunity. All replies strictly 
confidential. 


GLADER CORPORATION 


“The Agency’s Agency” 
Stanley D. Koch, Dir. Adv. Div. 
110 S. Dearborn CE 6-5353 Chicago 


CREATIVE ART DIRECTOR 

Wide range of experience and the know- 
how to do and get things done. Can di- 
rect, plan, do layouts and completed art. 
Knows production. Amiable, energetic, 
seasoned. Operates own studio now, but 
desires connection where he can be an 
important factor to a busy agency. Loca- 
tion is not important but the organization 
- Salary $12,000. Will arrange for inter- 
view. 


Box 7685, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 


ADVERTISING MANAGER 
5 yrs. exp. sm. mfg. co. Prod., copy, lay- 
out etc. Sales prom. and mdsg. Desire 
similar pos. with mfr. or agency. Best ref. 
Single: 34 years old. 


Box 7686, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


REPRESENTATIVES WANTED 


Established engr. journal in power field 
desires aggressive representative to cover 
New York and New England area. Very 
good opportunity for man now represent- 
ing a few industrial pubns. to add to his 
group. Must show ability to do more than 
just service existing accounts. 


Box 7687, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


New, annual “Do-It-Yourself BUYERS 
GUIDE” offers exclusive to right man or 
organization in a number of key areas. 
Commission. Opportunity to capitalize on 
tremendous growth of do-it-yourself mar- 
ket. Write, T. T. Engel, publisher, Do-It- 
Yourself Buyers Guide, 5828 Lincoln, Chi- 
cago 45. 


BUSINESS OPPORTUNITIES 


$50,000.00 AVAILABLE 

For substantial interest in small growing 
advertising agency or related business. 
Young account executive with excellent 
contacts and experience with leading 4A 
agency. Automotive, food and drug back- 
ground. Formerly employed as TV produc- 
tion specialist with major network. Film 
experience. All legitimate propositions 
considered. 


Box 7688, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


International Charitable Organization with 
advertising budget approximately $50,000 
seeks agency to handle account, 

Box 7689, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


Copywriters—Ethical Pharmaceutical 


The writers we are interested in have al- 
ready cut their teeth on ethical pharma- 
ceutical advertising; they have a clearly 
demonstrated promotional flair; they are 
probably under 40; they work well as 
members of a team and their production 
of selling copy is consistently above av- 
e 


erage. 

We are a New York City advertising agen- 
cy with leading U.S. and international 
accounts in pharmaceutical and allied 
fields. Continuing expansion of our busi- 
ness requires the adding of more members 
to our staff. Please write fully, including 
education, experience, and salary require- 
ments to Box 459, ADVERTISING AGE, 
480 Lexington Ave., New York 17, N.Y. 


TV COPYWRITER 


for rs ssive medium-sized Cleve- 
land advertising agency with very 
active TV and Radio Dept. Must be 
thoroughly experienced in all phases 
of commercial TV writing and pro- 
duction. Agency background desir- 
able. Write giving full particulars, 


including desired salary, in first 
letter. Enclose sample copy if 
possible. 


Box 467, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 


EXECUTIVE TALENT FOR HIRE 


Advertising, sales promotion, em- 
eared account executive seeks chal- 
enging executive position with ag- 
gressive national manufacturer mov- 
ing up. 10 years business experience 
in product design, all phases of ad- 
vertising, selling, merchandising, of- 
ers stimulus for management team. 
Strong on consumer items sold ir 
drug, hardware, department stores 
and super markets. Age 34, married, 
no dependents. College degree, In- 
dustrial Design. Will relocate any- 
where real opportunity exists. Salary 
commensurate with your needs. 
Open for bids. 


Box 464, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


WANTED TO BUY 
A good publication with a profit potential 
Please write full particulars. Will be held 
in strictest confidence. 
Box 7690, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 
Modernize your approach 
To grass roots America 
Buy by the inch in good ABC weeklies 
Like Sanders ABC 3, Livingston Co., N.Y. 
They do it better. 


CREATIVE ACCT. EXECUTIVE 
Mid-West agency in metropolitan mar- 
ket is looking for a qualified man who 
can sell accounts and keep them, with ad- 
vertising and merchandising ideas that 
produce results. Hard lines experience 
preferred but not paramount. Salary com- 
mensurate with experience and ability. 
Send full particulars to 
Box 7682, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


MISCELLANEOUS 


CANADA’S BEST MAILING LIST 
250,000 live names on Elliott stencils 


Call your list broker - TO - DAY 
or Tobe’s - Niagara on the Lake, Canada 


YOUR PRODUCT placed on National & 
Los Angeles Giveaway shows at low cost. 
We also arrange film star Endorsements. 
Write Robert & Gail, 5880 Hollywood 
Blvd., Hollywood 28, Calif. 


essential. 


we are running this ad. 


SALES PROMOTION 
COPYWRITER WANTED 


We want a man experienced in the sales promotion 
field. He must be able to create and develop cam- 
paigns for incentive programs . . . dream up the 
idea . . . plan the sales material and write it. Art 
and production. experience desirable, but not 


We are an old established, top rated, well-staffed 
mail order organization located in Chicago and a 
factor in the sales incentive field. Write fully; state 
experience and salary requirement. All replies will 
be held in strict confidence. Our personnel knows 


Box 461, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


MIDWEST SPACE 
SALESMAN WANTED 


Unusual opportunity to work 
with group of high quality 
professional publications. 
Some experience with drugs 
and pharmaceuticals helpful, 
but not necessary. 

Salary incentive and ex- 
penses. Please send full de- 
tails including background, 
references and expected sal- 
ary to: 

Box 463 
ADVERTISING AGE 
200 E. Illinois Street 
Chicago 11, Il. 


EXCEPTIONAL OPPORTUNITY 


FOR ADV.-SALES MANAGER 


Established, million-dollar firm 
doing business nationally seeks 
top-notch executive to help con- 
ceive sales and promotional ef- 
fort and to assume full respon- 
sibility for direction and admin- 
istration. The man we're looking 
for must be a sales spark-plug, 
accustomed to high income and 
success, but interested in a real 
challenge with proportionate 
compensation. Grounding in ad- 
vertising fundamentals impera- 
tive. Experience in direct mail, 
mail order or direct selling help- 
ful. Must locate in middle-size 
Eastern city. Your letter must 
state all facts and requirements. 
Interviews will be arranged 


with qualified men. 


Box 462, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 


NEWSPAPER BUSINESS MANAGER 
and ADVERTISING DIRECTOR 


Fast growing midwest daily needs top 
business executive. Circulation over 30,000. 
No competition. Salary and opportunity 
limited only by ability to produce. Finest 
living and working conditions, All replies 
strictly confidential. 
Box 472, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


Advertising Age, August 1, 1955 


ADVERTISING PERSONNEL 


Employer—Employee 
Investigate 
our active confidential service 
Betty Clem 
DRAKE PERSONNEL, INC. 
220 S. State © HArrison 7-8600 © Chicago, II. 


The Midwest's 
outstanding placement 
service for Adv. - Art & 

allied fields. 


By appointment only 
59 E. MADISON + SUITE 1417 
CEntral 6-5670 


BIRCH 
cote 


Executive 


Placement 
Counselors 


JA 


NEED THREE SALESMEN: 


East, South-East, West Coast. You 
can make $10, $20 or $30,000 a year 
selling this original TESTED TV 
and/or radio show, locally produced, 
fabulous sales story, with a firm 
having 25 years of experience. Six 
years in one market, going into 2nd 
ear in 3 others. STARTING 30 

[ARKETS THIS FALL. Easy to sell. 
Live-wire me must have TV 
& radio background, car. Right man 
should make minimum commission 
of $10,000 cog bonus, with $20 to 
$30,000 within a year. Give COM- 
PLETE history and background. To 
start immediately. 


Box 466, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


ADVERTISING SALES 


We want to hire seasoned space sal 


DIRECTOR OF CIRCULATION 

Multiple-paper trade peeing 
house seeks experienced Director of 
Circulation, to have supervision over 
20 circulation employees. Knowledge 
required: Direct-mail selling tech- 
niques for increasing paid subscrip- 
tions; Design of mailing pieces; Ful- 
fillment; List-building; Systems; 
Procedures; Machines; ABC and 
BPA rules. Must have ability to co- 
operate with publishers, editors, and 
directors of advertising sales. Send 
record of experience and salary re- 

uirements to Box 473, Advertising 
oe Lexington Ave., New York 


ADVERTISING 

SALESMAN AND SALESWOMAN 
CHICAGO magazine’s second 
year expansion program needs 
space salesman and saleswoman. 
Must be self-starter, intelligent 
and resourceful enough to sell an 
intangible. Modest draw, big com- 
missions. Position offers a chal- 
lenge, an opportunity, a superb 
future. For prompt interview, 
write fully. 

Publisher 

CHICAGO Magazine 

858 N. LaSalle St. 

Chicago 10, Il. 


who have the following requisites: mature 
adult with agency contacts preferably in 
New York area, understand merchandis- 
ing and applying same in connection with 
advertisers interested in the men’s field. 

This is a class consumer publication and 
the fastest-growing vehicle in its field. 

We are interested ony in men of exec- 
utive caliber who prefer soliciting top 
flight accounts and agencies. 

This is a ground floor opportunity! 

You will be thoroughly investigated as 
to your advertising knowledge and will- 
ingness to work intelligently and hard. 
Kindly do not apply if you can’t measure 
up to aforementioned standards. 

Top salary and liberal expense account. 
atures for appointment—PLaza 9-3076 


PUBLIC RELATIONS 
TECHNICAL WRITER 


P. R. division leading Midwest 
AAAA agency has opening for 
experienced, creative industrial 
technical writer. Editorial trade 
publication and/or engineering 
background desirable. Must be 
of caliber to meet and work with 
top management. Submit full de- 
tails in strict confidence, includ- 
ing salary desired and small pho- 
to. Box 474, Advertising Age, 200 
E. Illinois St., Chicago 11, Illinois. 


National Industrial 
Magazine Seeks Young 
Man To Train For 
Advertising Manager 


Must be under 35, willing to 
travel the U. S.; have some 
formal education and 
knowledge of industry; 
capable of learning details 
of markets; not adverse to 
hard work; and able to 
prove that he can sell. 


Send specific detailed letter 
(don’t phone) to: 


W. B. Griffin 
Modern Metals, 
2019 Tribune Tower 
Chicago 11, Ill. 


)y ——_—————————___———_ oJ ——— 
Ex SMITH, INC. | 
A complete placement service 


of Ad men, for Ad men... by an Ad man 


who has worked in all the jebs himself 
for ever 20 years 


333 NORTH MICHIGAN AVENUE - CHICAGO 
FRanklin 2-3280 


AGENCY 
Copy - Contact Talent 


If you are young enough to be “hep” 
(28-35) yet seasoned for down-to- 
earth “sell’’ in magazines, trade, 
newspaper, direct mail and all- 
round sales promotion, how about 
being a “hero” on our team? 

It’s products for the home and 
industry which we help clients sell 
...35 years Ag and still growing 
... Opportunity and salary, com- 
mensurate to ability, includes profit 
participation. Send background, re- 
cent photo, complete resume and 
representative samples. All in con- 


fidence. 
JAY H. MAISH CO. 
Marion, Ohio 


A satisfying balance between 


COPY and CONTACT 


Do you write fresh, convincing in- 
dustrial copy for trade P my 4g Can 
you carry through on the job from 
plan work with the client to approv- 
als on finished ads? Want to apply 
these abilities to a big account, for 
a strong national agency? 


Job location, Chicago area. Living 
and working conditions excellent. 
Salary will match ability and there's 
- -~ ere opportunity for expan- 
sion. 


Tell us about yourself, and we'll 
tell you more about the job. Our 
group has seen this ad. 


Address Box 470, Advertising Age. 
480 Lexington Ave., New York 17, NY. 


Wanted: 
TOP LEVEL MERCHANDISING EXECUTIVE 


Nationally-prominent advertising agency is interested in hiring a 
man with talent and experience to supervise the design, use, and 
production of merchandising and point-of-purchase material . . . 
in paper, plastics, glass, metal, etc. Experience in beverage and/or 
grocery store merchandising desirable. Position requires executive 
ability, client contact, and analytical thinking. 


If you, or someone you know, has these qualifications, this is an 
excellent opportunity. Write Box 471, Advertising Age, 200 E. 


Illinois St., Chicago 11, Ill. 
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]. R. Pershall Co. Gets New 


Insurance Service Assn. 


The Insurance Service Assn. of | 
America, new association of 41 in-| 
surance agencies and brokers, has 
appointed J. R. Pershall Co., Chi-| 
cago, to handle its advertising. | 
Headquarters for the association) 
are at 175 W. Jackson Blvd.,| 
Chicago. | 
Initial announcement ads _ will | 
appear in Business Week, the Fi- 
nancial Post (Canada), Fortune 
and the Wall Street Journal. News- 
papers will be used by the 41 mem- | 
ber companies in the 46 cities in 
which they have offices. 


nn NEW ENGLAND = 
ADVERTISING SALESMEN 


Outdoor space including giant Spec- 
taculars painted directly on local buses. 
Openings in Boston, Hartford and 
Springfield. Attractive salary to experi- 
enced men. Car required. Write full par- 
ticulars to PHILBIN & COINE, 342 Madi- 


son Avenue, New York City, N. Y. 


FOR RENT . . . Near North Side, Chicago 
Dignified offices suitable for small 
advertising agency. Remodeled town 
house. 1,000 square feet, five offices; 
two single offices. DElaware 7-3870. 
National Sporting Goods Association, 
716 N. Rush St., Chicago, Ill. 


Tine, Fast, Fairly Priced Photography 


pics 


photographers 


DEARBORN 2-1062 


187 N. LASALLE, CHICAGO = ILLINOIS 
PUBLICITY COMMERCIAL 
CONVENTION INDUSTRIAL 


PRODUCT MANAGER 


Dynamic marketing program has 
created an opening for a Product 
Advertising Manager with one of the 
country’s oldest and most consistent 
advertisers. Young man to fill this 
position must be a college graduate 
with agency or company advertising 
experience. Personal qualifications 
and potential important. Salary $8000 
to $12000 depending on experience. 


Box 469, ADVERTISING AGE 
480 Lexington Ave., New York 17,N.Y. 


Advertising Copywriter 


Ohio agency of high professional 
standards has spot for young 
agency-trained writer of above- 
average talents. 


Please give complete details of 
experience, accounts served, 
salary record. We are not your 
present agency. 


Box 465, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


COPYWRITER 
ACCOUNT EXECUTIVE 


Well-qualified, personable man 


30-40 . . . preferably a college 
graduate with “name” experi- 
ence . . . wanted by established 


agency in medium-sized midwest 
city serving several clients who 
are outstanding leaders in their 
fields. Good salary; fine living 
and working conditions. 

The man we want should know 
words, people, consumer markets, 
media, merchandising and prod- 
ucts—in that order. He must be 
able to plan campaigns. . create 
arresting, appealing headings .. . 
write “solid”, interesting and con- 
vincing copy . and follow 
through in servicing clients 
promptly and comprehensively. 

Interest in fishing, music or 
home furnishings valuable. Send 
photo, resumé, home ’phone and 
a few outstanding samples with 
your first letter. Prompt action 
is indicated; return of your ma- 
terials guaranteed. Your inquiry 
will be held in confidence. 

Box 468, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 


NEW...from Duncan Hines: : 


Old-fashioned, BURNT SUGAR Cake Mix - 


Caramel Flavor in the Cake— Caramel Fiavor in the Frosting! 


Enough Burnt Sugar Syrup for both 
included in this exciting new mix 


Duncan tenes says 
tam Ue way © tenet 


if you've 


Beewreet 


— Duncan Hinee 


BURNT SUGAR—Newspaper pages and 24-sheet posters are being used 
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to announce the new Duncan Hines Old Fashioned Burnt Sugar cake 

mix, which Nebraska Consolidated Mills Co., Omaha, is introducing 

in the Midwest, South and West through Gardner Advertising Co., 

St. Louis. Reprints of the ad, scented with burnt sugar, were sent to 
wholesalers and retailers. 


Cherubs and $250,000 Ad Campaign Are 
Tonics Designed to Cure Jewelry Industry 


(Continued from Page 2) 
was up 10% over last year. 

The soundest media for adver- 
tising jewelry is newspapers, said 
James G. Marks, of Marks Bros. 
Jewelers, Chicago, at an _ idea- 
exchange forum yesterday. He 
was on a panel with five other 
retail jewelers and an insurance 
man. Jay C. Lighterman, Tappins, 
Inc., New York, was moderator. 

Mr. Marks said his company 
got the best results from newspa- 
per advertising. He described 
television as “costly and danger- 
ous for local, fringe advertisers, 
and definitely not for amateurs.” 
Radio is a good advertising medi- 
um, Mr. Marks said, but added 
that direct mail never brought him 
favorable results. 


= He urged all retail jewelers to 
expand their advertising horizons 
and pointed out that every jewel- 
ry ad helps to make the public 
more jewelry conscious. Because 
of the number of supermarkets, 
men’s and women’s clothing stores 
and discount houses that are sell- 
ing jewelry in direct competition 
with jewelers, retail jewelers must 
advertise more in order to survive, 
he said. 

Ralph DeRoy, of Joseph DeRoy 
& Sons, Pittsburgh, urged the in- 
dustry to undertake a huge pub- 
lic relations campaign to build 
the public’s confidence in jewel- 
ers. 

He asked that industry members 
be careful in promotions that 
might cause the public to lose con- 
fidence in jewelers, and urged that 
a clamp be placed on things that 
might injure the entire industry. 
He urged store owners to modern- 
ize their stores and keep them 
clean and said that the develop- 
ment of a store personality is 
vital. 


@ Mr. DeRoy asked for better re- 
lations between competing re- 


tailers and said that a lack of co- 
operation in the entire industry 
has hurt it. What the jewelers 
need, he said, is goods with high- 
er values at a lower markup. 

Premiums and _ professionally- 
prepared account openers are the 
best ways to bring new credit 
business into jewelry stores, said 
Stanley B. Goodman, Goodman’s 
Jewelers, St. Paul. 

Mr. Goodman said _ dealers 
should be honest about credit buy- 
ing and urged them to stress it in 
their advertising. He said he was 
in favor of expansion of credit 
and that he thought that jewelers 
should make it easy for the public 
to buy jewelry on time. 


John Blair Opens Atlanta 
Office; Promotes Three 


John Blair & Co., radio station 
representative, will open its tenth 
regional office at 101 Marletta St., 
Atlanta, Aug. 22. Charles F. Dilch- 
er, with Blair 18 years, the past 
three years as a v.p. and manager 
of the Chicago office, has been ap- 
pointed to manage the office. 

Paul Ray, with Blair since 1939, 
has been named to succeed Mr. 
Dilcher as Chicago manager, and 
Clifford J. Barborka, formerly a 
Blair account executive, has been 
promoted to Chicago sales man- 
ager. Blair also has appointed 
James D. Bowden, formerly v.p. 
and manager of the Minneapolis 
office of John E. Pearson Co., an 
account executive in Chicago. 


Poloron to Kastor, Farrell 


Poloron Preducts Inc., New Ro- 
chelle, N. Y., has appointed Kastor, 
Farrell, Chesley & Clifford, New 
York, to handle its advertising. The 
initial campaign will introduce 
Medic-Aire, Poloron’s new electric 
steam vaporizer. The company also 
makes picnic jugs, portable refrig- 
erators, charcoal grills and other 


‘outdoor products. 
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Charge accounte-4-3/, 


of the adults in New York City & suburbs who used 
charge accounts or credit plans in the past year 


are News readers- 

There are altogether 4,780,000 Daily News readers, as 
disclosed in the most comprehensive survey ever made 
of New York City newspapers — with characteristics 
and purchases of readers of each. See the 


Profile of the millions 


based on 10,349 personal interviews by W. R. Simmons 
& Associates Research, Inc. Visual presentation by 
appointment only. Inquire any New York News office. 


(Copyright 1955 by News Syndicate Co., Inc.) 


Frozen fruit juice -40% 


of the women in New York City &suburbs, 
who served frozen fruit juice in past month 


are News readers- 


the majority buyers in the New York market of 
coffee, cereals, canned meat, cold drinks, bread, 
frozen fruit juices, ice cream . . . and the largest 
customers for toiletries, apparel, furnishings . . . 
as you'll see in this significant readership study 


Profile of the millions 


summarized in a visual presentation, for agencies 
and advertisers. Inquire any New York News office. 


(Copyright 1955 by News Syndicate Co., Inc.) 
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Nail sila buyers- 407 


of the women (15 years or older) in New York City & 
suburbs, who used nail polish within the past month 


are News readers- 


... How do we know? Because The News spent more than 
$150,000 on the most significant readership study ever 
made. All New York City newspapers are included—in the 


Profile of the millions 


... Which discloses information never before available 
on the characteristics and purchases of New Yorkers. 
If you do business in New York, this study will show 

you how to advertise and sell more effectively. 


(Copyright 1955 by News Syndicate Co., Inc.) 
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The Saturday Evening Post says 
this about newsstand revenue: 


“There’s one sure way of finding out what people really read. That's 
to find out what they step up and pay cash for. Take away the 
special offers and you have the most accurate measure of a mag- 
azine’s vitality. That's why newsstand sales are so important to 
advertisers; they separate the readers from the glancers.” 


With all this we agree, BUT—— 


A. B.C. NEWSSTAND 
3/31/38 Pen ISSUE L ’ k | k 
ets take a closer 100K at 
REDBOOK 949,151 $332,202 a ees 
POST 1,547,405 232,110 « ( 2 
ve tase ass | GAZING Newsstand revenue: 
LOOK 1,001,086 150,162 
COLLIER’S 826,364 123,954 ; 
The listing of magazines and the ABC figures are the The Post states that ‘on the nation’s newsstands, people put 
ee See ee down more money for the Post than for any other general mag- 
vr? azine.” However, if you take it on an issue-by-issue basis, people 
NEWSSTAND SALES IN $ PER ISSUE spend sf for oT i Redbook than for any of 
the weeklies and bi-weeklies mentioned. 
—_ REDBOOK The Post is still right. Redbook is not a “general” magazine. It 
330,000 
is a very special magazine, edited exclusively from cover to cover 
a for Young Adults. 
285.00 But, if you want a magazine with vitality—vitality proven at the 
zmo00 : newsstands—you can’t beat Redbook. 
ee Redbook is important enough to its audience for them to pay 
240,000 
35¢ for it nearly a million times a month. We think this is also 
E an important fact for advertisers to consider. 


psa 
FIRST 3 MOS, FIRST 3 MOS FIRST 3 MOS FIRST 3 MOS. 
455 55'S 
A further look at the record shows Redbook with the only gain 


among these 5 magazines in first quarter newsstand sales 1955 


versus 1954 The Magazine for Young Adults _ 
We're continuing this gain—Publisher’s first 6 months’ estimate Ta 
a 6/30/55 shows Redbook newsstand circulation more than 76,000 * 
eee above the first half 1954. 


Obviously, Redbook’s newsstand revenue per issue is alsoon = IROULATION 2,212,508*... HIGHEST IN HISTORY 


the UP—UP ABOVE Collier's, Look, Life and the Post. 
aA. B.C, 3/31/55 
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